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One way 
or another, 
most peopie 
get hold of 
PUNCH 


( Not to mention 


Punch’s regular 


readers— 


a tidy number 
all told) 


John L. Verrinder, 

_ Advertisement Manager, Punch, 
. 10, Bouverié St, B.C.4. 
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British success in 
‘free’ markets 


Six,—-In our view it is quite 
erroneous to state (ADVERTISER'S 
Werkty, March 18) that “com- 
paratively few British concerns 
have up to now taken the trouble 
to study the market thoroughly 
or to examine more closely their 
existing sales promotion arrange 
ments in this area,” 

On the contrary, it is only 
comparatively few British firms 
who have not adopted this basic 
fundamental of sound merchand 
ising and marketing. How else 
can the unqualified success of 
Britain's post-war export drive 
be explained? 

Singapore and Malaya con 
stitute a valuable market for 
British exports particularly when 


it is remembered that India, 
Burma, Siam, Indonesia and 
THIS WEEK 


Advertisement filmlet research 
in three cities, page 268 


NEXT WEEK 
Full report and pictures of the 


Advertising Association's 21st 
Conterence 


introduced 
measures. 


even Australia have 
restricted import 
British manufacturers are fully 
aware of this, and in conse- 
quence are concentrating their 
attention on “free” markets such 
as this—-not by negative market- 
ing methods, but by first-hand 
investigation of local needs. 


Moreover, there are a con- 
siderable number of resident 
representatives of British firms 


domiciled in this country for the 
specific purpose of advising and 
assisting local distributors in 
marketing and selling. In addi- 
tion, since the war, several 
British manufacturers have estab- 
lished factories in this country 
and still more are following suit. 
P. M. JAMESON. 
Director, 
Master's Ltd., Singapore. 


To The Editor... 


Speaking for advertising: ‘Action 


needed—after 


Six,-Your timely call for 
‘Action This Day,” coming as 
it does on the eve not only of 
the Bournemouth Conference, 
but also of the national final of 
the public speaking contest, will 
prompt bitter comments from 
many students of public speaking 
in advertising. 

Ihe plan for a national adver- 
tising public speaking contest 
was first proposed at the Clubs’ 
Conference at Harrogate in 
1948 by Ivan Luckin. The idea 
was that such a contest would 
provide a stimulant for the train 
ing of speakers, who would speak 
for advertising to Women's 
Institutes, Rotary Clubs, and on 
other public platforms through 


out the country Ihe Advertis- 
ing Association accepted the 
idea, and presented a cup for 


annual competition. 

Only last year, at the Publicity 
Club of London public speaking 
section dinner, Mr. Luckin re 
ferred to the need for “Advocates 
for Advertising.” 

But how many of those 
trained in public speaking, or 
of those who have participated 
in the contest, have ever been 
asked to carry out the task for 
which their training was alleged 


to be designed? I know of 
none, 

The time is past now for 
assurances that the matter is 
“under active consideration”; 


the time has surely arrived—after 
six years—for some positive 
action. 

The speakers whom the Adver- 
tising Association has allowed 


six years talk’ 


to be recruited in its service are 
there. All they want is a lead 

If the lead is not forthcoming, 
the public speaking contest, con- 
ceived as a means to an end, 
will finish up as an end in itself 

and not a very worth-while 
end at that. It will become just 
another competition, of no par- 


ticular interest to those not 
directly concerned in it, and of 
no particular value to the adver- 
tising business, Enthusiasm will 
turn to apathy and cynicism, and 
advertising will be the poorer 
for the loss. 


Is Mr. Luckin’s imaginative 
vision still considered to be a 
good idea, or is it not? It 
it is, then—echoing your echo 
of Churchill —*Action This 
Day.” 

J, HONTER FAIRLey 
“Ravelston,” 


Waddington Avenue, 
Old Coulsdon. 


‘Where are ABC 

hot-gospellers ?° 

Sik, -As one who attended the 
first post-war A.B.C. luncheon, 
1 feel that the organisers should 
be congratulated on _ bringing 
together such a large body of 
advertising people ostensibly in 
terested in heninn the praise- 
worthy aims of this institution. 

But what has happened to our 


pre-war Freshwaters? Where 
are the A.BC.  hot-gospellers 
to-day” 


This might have been a func- 
tion arranged by the sponsored 
television industry, not by an 


TWENTY-FIVE 


May, 1929 


Sir Gomer Berry was installed as 
chairman of the Aldwych Club. 
and president of the National Ad- 
vertising Benevolent Society. 

2: 


ie 
Stringent regulations for the con- 
trol of advertisements at garages 
were recommended by the Petro- 
leum Filling Stations Committee 
report to the Home Secretary. 


+ a * 
Malcolm Campbell, the racing 
motorist, spoke at a luncheon meet- 
ing of the Aldwych Club. 
* ; ok 
G. P. Simon was appointed ad- 
vertisement manager of the Dail) 
Telegraph. 
ok Ba ok 
A meeting was held to discuss 
the formation of a golfing federa- 


YEARS AGO 


tion of all advertising golfing clubs 
and = associations, A committee 
was appointed to consider the 
matter further 
1K oe 

Iwo hundred national advertisers 
took space in the first issue of 
Britannia and Eve. 


oa oa “k 
The Western Mail celebrated its 
diamond jubilee. Messages of con- 
gratulation were received from The 
King and the Prime Minister 
* , 


* k 
Northcliffe Newspapers Ltd. an- 
nounced the first issue of their new 
Newcastle-on-Tyne paper, the 
Evening World. 
2K ok ok 
A joint committee of printers, 
blockmakers and ink makers 
selected the standard inks for use 
in three-colour work 


All Enquiries to Head of Advertisement Dept., B.B.C, Publi , Broad. 


A good product gets the right audience in 


AVERAGE WEEKLY NET SALE 133,105 
House, Portland Place, London, W.1 


Audit Bureau of Circulations 
which surely has still a great 
deal of work to do in its 
own sphere—this is, to force into 
membership the black sheep of 
the press and to see that some of 
its advertiser members fulfil their 
obligations to give preferential 
treatment to A.B.C. publishers. 
CHARLES NIDA. 
Director, 
C. H. G. Nida Ltd 


Roll up with your 


opinions, please 


Sir,—I must say I very much 
dislike my ADVERTISER'S WEEKLY 
sent to me rolled instead of 
folded in half as hitherto. 

C. W. FRANCIS. 
Advertisement Director, 
British Medical Association. 


Campaign for new 
Singer machine 

Guests at a press reception by 
the Singer Sewing Machine Co. 
in London last week saw the sale 
of the first Singer 306 model ever 
produced. 

The buyer was Mrs. Dorothy 
N. Harris, 77-year-old keeper of 
an Ipswich nursing home, who 
has used a Singer machine for 
56 years. 

The first advertising is now ap- 
pearing in the Radio Times and 
in the London evenings. 
Eleven-inch triple-column spaces 


are to continue in national 
weeklies and dailies until mid- 
June. Woman's Own, Woman 


and John Bull are to carry half- 
pages in colour, and correspond- 
ing spaces will appear in other 
leading women’s magazines. 
Provincial press advertising 

mostly 8 in. doubles—will begin 
in June, and by the end of the 
campaign nearly 100 newspapers 


and magazines will have been 
used. 
Wilkes Bros. & Greenwood 


Ltd., Singers’ agents, assisted Mr 
Arding in arranging the 
reception. 
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NEWNES GROUP 


WOMAN'S OWN 
HOME NOTES 
MODERN WOMAN 
HOMES & GARDENS 
TRUE CONFESSIONS 
LUCKY STAR 
SILVER STAR 
GLAMOUR 
TiT-BITS 

MEN ONLY 

WIDE WORLD MAGAZINE 
JOHN O’LONDON’S 
SUNNY STORIES 


COUNTRY LIFE 
GARDENING ILLUSTRATED 
AMATEUR GARDENING 
THE SMALLHOLDER 
RIDING 

ANGLING 

AERONAUTICS 
PRACTICAL ENGINEERING 
PRACTICAL MECHANICS 
PRACTICAL TELEVISION 
PRACTICAL WIRELESS 


PRACTICAL MOTORIST AND 
MOTOR CYCLIST 


TECHNICAL BOOKS 


Stuart Mander, Advertisement Director, George Newnes Ltd., Tower House, Southampton Street, London, W.C.2 
Temple Bar 4363 (40 lines) 
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WOMAN AND HOME... bought by nearly a 
Million women every month... read by many 
more in homes throw zh out the length and breadth 
of Britain. At the remarkably low cost of 12/9 per 


past Per 1000, “tise. gal AND a 


ae 
HE GREATEST | AGE OF HOUSEV 
of any ween Se chty: it is the igi 
Before all others for «:« Nationa! Advertiser 


with goods to sell to worien. 


AN A’P 
PUBLICATION 


PAGE RATE £600 


I/- MONTHLY CERTIFIED NET SALES JULY—DEC. 1953 940,176 


A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD, THE FLEETWAY HOUSE, LONDON, E.C.4 + CENtrai 8080 
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T Belfast 
| Teorey 


INTRODUCES YOUR 
PRODUCTS TO THE 


HOMES OF 
) NORTHERN j 
IRELAND 


Vol. 164 


180 Fleet Street, £.C.4 
52/6 A Year Post Free 


Advertiser's 
Weekly 


The Organ of British Advertising 


251 


No. 2,132 


‘Phone: Chancery 8844 
55/- Overseas 
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ADVERTISER'S WEEKLY 


Belfast 
Telegraph 


INTRODUCES YOUR 
dea 9 B TO THE 


HOMES OF 
NORTHERN 
IRELAND 


AA Conference opens as critics 
launch full-scale offensive 


DELEGATES to the 


Advertising Association’s 


21st 


Conference—912 had registered by noon yesterday 
(Wednesday), an all-time record for any but international 
events—are gathering at Bournemouth to-day under a 
renewed threat of a tax on advertising. 


_ Parliamentary critics of adver- 
tising were active in the 
Commons again this week when 


the Commercial TV Bill was 
discussed. 
While Sir Leslie Plummer, 


M.P., was describing advertising 
as “the most competent and 
best organised pressure group” 
in the country, behind-the-scenes 
reparations were being made 
or renewed assaults on the 
business. 

It is understood that promi- 
nent politicians, including an 
ex-Minister, are preparing a 
dossier against advertising. This 
“evidence” would be produced 


Helping you to 
find your friends 


To mark the occasion, 
“Advertiser's Weekly” will 
present to every dele- 
gate a brochure containing 
the official A.A. List of } 
Delegates, with the names 
of their firms and their | 
Bournemouth addresses. 

Additional copies of this ¢ 
List will be obtainable at 
+ both the office of the 
} Director-General and the 

A.A. Information Desk at 
the Royal Bath Hotel, and 
Information ¢ 


7 


“Advertiser's Weekly” is 4 
also circulating to all dele- 
gates a reprint of the four | 
articles under the title of 4 
“They Speak for Advertis- 
ing . . .” which have appear- { 
ed in this journal in recent 
weeks. 


to support a demand for a tax 
on advertising in the event of a 
change of Government. 
Meanwhile, there will be 
regular questions relating to the 


AA information 


officer chosen 


The Advertising Association 
has appointed an information 
officer. 

Details may be given during 
the Bournemouth Conference by 
Sir Stephen Tallents, public 
relations adviser to the Associa- 
tion. 

Otherwise, an announcement 
will be made immediately after 
the Conference. 


Merchandise Mark Act, and 
other legislation and activities 
affecting advertising. 
® Review of past conferences pp. 
258, 260, 298. 
Conference “Guest Column” by 
Norman Moore, page 262. 


NEW TAX THREAT TO ADVERTISING 


It is understood that the 
price and quantity of Scan- 
dinavian imports of news- 
print for the second half of 
this year have now been 


fixed. remain un- 
altered at cif, and 
53,000 tons. 


This decision resulted 
from meetings in Paris with 
F. P. Bishop, M.P., general 
manager, Newsprint Supply 
Co., and representatives of 
the Scandinavian suppliers. 

Beaverbrook Newspapers 
are quoting Lord Justice 


NEWSPRINT PRICE DECISION 


Birketts anti-newsprint 
rationing to the 
Newspaper Society in a 


press advertisement cam- 
ign to “Free the Printed 
ord,” 

Max Aitken, vice-chair- 
man, Beaverbrook News- 
papers, states that the 
advertisement is appearing 
in “The Times,” “S 
man,” “Yorkshire Post,” 
“ Manchester Guardian,” 
“Evening Standard,” “Finan- 
cial Times” and the intel- 
lectual weekly reviews. 


H. L. Clarkson is ABC chairman 


An advertising agent is the 
new ehairman of the Audit 
Bureau of Circulations Council. 
He is H. L. Clarkson (S. H. 
Benson Ltd.). 

John Coope (Daily Mirror), 
retiring chairman, claimed, at 
the Bureau's 21st annual meet- 
ing on Tuesday, that “Adver- 
tisers of really considerable 
standing now realised they must 
support the Bureau.” 

L. W. Cuthbert (Paint, Oil and 
Colour Journal) advocated an- 
nual, instead of semi-annual, 
audits for trade and technical 
journals, as most of them were 
on a yearly subscription basis 
and there was little chance of 


fluctuations over a six-month 
period. 

G. S. M. Brand (secretary) 
replied that this suggestion had 
already been reject . 
tiser members, who felt that 
such journals’ sales were fairly 
seasonal. 

To fill vacancies on the coun- 
cil caused by the resignation of 
W. R. Derwent (Westminster 
Press), Stuart McClean (Daily 
Mail) and Greville J. Poke 
(Everybody's Weekly), the fol- 
lowing were elected: Ernest 
Lumsden (Westminster Press), 
Charles W. V. Truefitt (Daily 
Mail), and Maurice Joslin 
(National Newsagent). 
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A Children's Highway Safety cam- 


paign will run during July, 
August and September by the Royal 
Society for the Prevention of 
Accidents. Publicity material for 
the campaign, which has been de- 
signed by Maurice Rickards, in- 
cludes five posters (one reproduced 
above), windscreen stickers, 
spondence stickers, bookmarks, 
paper bags, Day-Glo window bills, 
paper servieties, drip mats and 
novelty pencils, Blocks will also 
— available for local press use. 


j Making industry 
| expand 
| In May issue of 
“aeakstinn: D. R. Griffiths, 
| director and secretary, In- 
corporated Sales Managers’ 
Association, gives a vigor- 
ous answer to the recent 
contention of Henry 
| Usborne, Labour M.P. and 
chairman of Nu-Way Heat- 
Plants Lid., that “adver- 
tising adds nothing to the 
value of the product but 
merely pushes up the price 
or reduces the manufac- 
turer's profit.” 
Mr. Griffiths writes:— 
“All we can be certain of 
is that if the manufacturers 
in a particular section of 
industry do not compete 
freely with one another and, 
between them, make effec- 
tive use of all sales pro- 
moting aids, the industry 
will not expand as it could 
and should, And only by 
expansion can costs be 
lowered and the overall 
standard of life be raised.” 


i Aa a a 


Creme Puff arrives 


in Ireland 
The largest campaign to be 
undertaken for Max Factor in 
Ireland has been launched to 
Creme Puff on the Irish market. 
The campaign, which is being 
handled , O’Keeffe’s Adver- 
tising Service, opened with 11 in. 
by 4 column spaces in the 
national morning and evening 
newspapers, These are being 
followed with large spaces in the 
Sundays and provincials. 


Ee ae 
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_ Advertising agents to Col. Wilkinson 
launch PR plan 


The Institute of Incorporated 
Practitioners in Advertising is 
to engage in public relations 
on its own behalf. 


™ Institute’s “P.R.O.” will be 
director, L. 


Drummond 
Ey Ey gy 
tended to appoint a press 


relations officer. 
These proposals are embodied 
in a “Public 


Relations and the Institute,” 
containing the recommenda- 
tions of the development com- 
mittee, which were adopted by 
the Institute’s council on 
Tuesday. 

Their purpose is two-fold: To in- 
crease the good public rela- 
tions that already exist 
between the Institute and its 
members, which involves, 


among other things, closer 
liaison between the Institute’s 
branches; and to project the 
Institute and the qualifications 
of its individual members to 
advertisers, industrialists, Gov- 
ernmental bodies, educational 


dividuals. 

The Institute’s scheme pre-sup- 
poses that the Advertising 
Association will be responsible 
for conducting a sustained 
public relations campaign for 
advertising. 

An “Abstract of Information” 
prepared by the Institute’s re- 
search department is being 
issued to members. 
vides items 
many official and home and 
overseas trade publications. 


Ads in British journals can sell in 
America, too: Reader service test 


John L. Marsh, president of 
British Publications, Inc., New 
York, which represents about 
1,000 British publications selling 
in the U.S.A., is at present in 
this country with news of a big 
response to a reader service that 
he has inaugurated. 

By means of a reply-paid card 
enclosed in the British journals 

an offer is 


provide in- 
formation 
about the 
availability, 
price, and 
other facts 
concerning 
goods adver- 
tised in the 
journals. 

Two inter- 
esting fac- 
tors are 
noticeable 
from the 
great many inquiries that have 
resulted, states Mr. Marsh. One 
is that many of them come from 
Americans wishing to get the 
agencies for British goods. Often 
they are from States other than 
those on the East Coast. 

The other is that very many 
inquiries concern British 
ducts that are nationaliy een. 
tised in the U.S.A., such as 
whisky and perfume. This leads 
Mr. Marsh to believe that the 
advertising of British goods in 
British publications carries a 
much greater impact for Ameri- 
cans than when they are adver- 
tised in other media. 


J. L. Marsh 


“I originated the reader 
service to consolidate circula- 
tion,” he says. “Americans 


read their magazines almost as 
much for the advertisements as 
for the editorial content. By 
drawing attention to advertise- 


ments and availability of mer- 
chandise, we believe we are 
creating greater reader interest. 
Many inquirers have been put in 
touch with the American agents 
where these exist; the others 
have been referred to the British 
manufacturers.” 


AOCEUSION SY ROPAL GRRGE Feem 
TOWEW socape ve hah 


This double-royal two-colour poster 
is being used to announce special 
cheap tickets to London for the 
Gee's return on May 15. Planet 

o,. silk-screened I, copies of 
the poster, which was designed for 
the British Transport Commission 

y K. Bromfield 


‘No’ on newsprint 


No additional supplies of non- 
dollar newsprint will be avail- 
able this year, but 50,000 tons 
might be available in 1955, said 
Mr. D. Heathcoat - Amory, 
Minister of State, Board of 
Trade, in Parliament on Monday. 


is IIPA's new 
president 


Lt.-Col. Alan M. a a 
director of London Ex- 
change, is the new R.. of 
the Institute of Incorporated 
Practitioners in Advertising. He 
succeeds Hubert A. Oughton, 
who has been president for the 
past three years. 

One of the Institute’s founder- 


members, Col. Wilkinson was 
elected a 
Fellow in 
Jul 1936, 
and was first 
elected to 
the Insti- 


tute’s coun- 
cil after his 
return from 


active _ser- 
vice in 1946. 
He has 
served for 


many years 
as a member 
of the presi- 
dent’s com- 
was, for a_ long 
period, one of the Institute's 
examiners; has been chairman, 
professional purposes committee 
since 1948, and has also repre- 
sented the Institute on the British 
National Committee on Adver- 
tising of the International 
Chamber of Commerce. 

At the council meeting on 
Tuesday, Mr. Oughton was 
elected a vice-president, and the 
three existing vice-presidents— 
Hugh oe pone C. Harold Ver- 
non, and Norman Moore—were 
re-elected. R. C. > ree is again 
hon. treasurer, Ronald B. 
Browne again os secretary. 

Chairmen of committees are 
as follows: president's commit- 
tee, Col. Wilkinson; trade rela- 
tions, Hubert Oughton; profes- 
sional purposes, Sinclair Wood 
(succeeding Col. Wilkinson); 
development, —_ Appleton; 
finance, R. C. Sykes. 

(See Mainly Personal, p. 292) 


Radio ad rates 


for exporters 


Overseas Rediffusion Ltd. have 
circulated to more than 1,000 
British advertising agents and 

rters rate cards designed to 
help them in formulating cam- 
paigns in Trinidad, Jamaica, 
Eritish Guiana, Barbados, Ber- 
muda, Bahamas, Malta, Hong 
Kong, Singapore, Kuala Lumpur, 
Penang, and Radio Ceylon, for 
which Overseas Rediffusion are 
the exclusive U.K. representa- 
tives. 

The rate cards, separate for 
each station, carry a map, rates 
for time on the air, coverage and 
other information, and a Tist of 
international brands advertised 
over the station. 


A. M. Wilkinson 


mittee ; 
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Direct mail 
awards 


The British Direct Mail Adver- 
tising Association's 1954 compe- 
titions have been won by the 
following : 

Chadwick Cup (for the best 
planned direct mail campaign 
submitted consisting of no fewer 
than three shots), British Euro- 
pean Airways; hon. mention, 
Punch (Bradbury Agnew & Co., 
Ltd.) and Linguaphone Institute 
Ltd. Samuel Jones—Howard 
Smith Cup (for the best single 
direct mail letter submitted), 
Moss Bros. Ltd.; hon. mention, 
British Overseas Airways Cor- 
poration, and Menley & James 
Ltd. Kirkland Bridge Silver 
Tankard (for the most original 
direct mail letter submitted), 
Austin Reed Ltd.; hon. mention, 
The Bi-Way Label & Printing 
Co., Ltd. Block & Anderson 
Cup (for the best house journal 
submitted), Abbott Laboratories 
Ltd.; hon. mention, F. Perkins 
Ltd. The special prize given 
personally by Mrs. Beatrice 
Warde (British Monotype Cor- 
poration) for the best staff 
journal, goes to Shell Mex & 
B.P. Ltd.; hon. mention, J. & P. 
Coats Ltd. 

The awards will be presented 
by the president of the Associa- 
tion, Sir Frederick Rowland, at 
a luncheon meeting next Thurs- 
day at the Criterion Restaurant. 
An exhibition’ of the material 
entered for this competition—183 
specimens in all from 61 firms— 
will be staged 


Trade journal will 


switch to weekly 


Electrical and Radio Trading, 
the Odhams Press monthly, 
which covers the domestic 
electric appliance, radio and 
television industry, is to increase 
its age area and _ publish 
weekly as from the week ending 
August 21. 

The new weekly will be 
reduced in price from 2s. to Is. 
and there are to be major 
changes in typography and 
editorial layout, with emphasis 
on a newspaper approach. 

S. wner, advertisement 
manager, states: “Whilst the 
new standard page area to ad- 
vertisers is 10 in. x 7 in. (an 
increase of more than 100 per 
per cent) the basic increase in 
rates will be approximately 20 
per cent.” 


FOUR NEW RECORDS 


May issue of Everywoman_ con- 
tains 128 pages of which 644 are 
advertisements. The June and 
July issues will both have 128 
pages including 64 pages of adver- 
tisements and the August issue will 
carry 48 pages of advertisements in 
its 104 pages 

Each of these issues creates a 
record, in the number of pages and 
volume of advertisements, for the 
corresponding month at any time. 


ADVERTISER'S WEEKLY 


With a view to improving the 
quality of the graphic arts in 
advertising, C, & E. Layton Ltd., 
the big firm of blockmakers, 
typesetters and stereotypers, are 
to establish a yearly “Oscar” 
which, it is understood, will cost 
them £1,000 a year in replicas 
and awards to agency personnel. 
The trophy itself, to cost £500, 
would be known as the Layton 
Trophy. 

The is that a com- 


service of any one advertiser 
embodies all that is best in the 
graphic arts, “with special 
emphasis on the selection and 
use of typography and its asso- 
ciation relative to the illustration 
and characteristics of the sub- 
ject advertised.” 

Recognised advertising agents 
would be invited to submit not 
more than three specimen series 
of their work which has ap- 


LAYTON'S HAVE AN ‘OSCAR’ SCHEME TO IMPROVE 
QUALITY OF GRAPHIC ARTS IN ADVERTISING 


Layton’s idea is that the 
judges would be nominated 
by the presidents of the 
following organisations, to- 
gether with the editors of 
“Advertiser's Weekly” and 
“World's Press News”: the 
Institute of Incorporated 
Practitioners in Advertising, 
the Creative Circle, Mono- 
type Corporation, News 
paper Proprietors’ Associa- 


petition will be held each year 
to decide which series of adver- 
tisements for the product or during 1954, 


peared in aay letterpress publica- tion, oe, tena 
tion in the United Kingdom Society of British 


and the 
Adver- 
tisers. 


Big butter campaign 


breaks 


These four display pieces have 
been designed by Richard Lonsdale- 
Hands Associates for the new Whit- 
breads draught ale—Treble XXX. 
The showcard on the left and the 
shelf strip were printed by James 
Jpton and the metal counter card 
and the beer engine plate by Han- 
cock Corfield & Waller. 


RECORDER LTD. 
WINDING UP 


The Recorder Ltd. is going 
into voluntary liquidation. 
meeting has been called for 
Monday, May 17, at Winchester 
House, Old Broad Street, 
London, E.C. 

The Recorder ceased publica- 
tion as a daily newspaper on 
March 26. The weekly Recorder 
is published by The Recorder 
Ltd., but it is understood that 
plans are being made to continue 
its publication. 

P. Deverall, who was general 
manager, resigned last Friday. 
Leonard Raftery remains as 
advertisement director. 


to-morrow 


Butter roducers of New 
Zealand, Denmark and Aus- 
tralia are to sponsor a major 
national advertising and pub- 
licity campaign 

Aim is to offset the effect of 
the giant schemes being 
launched by the margarine 
manufacturers and to keep the 
traditional feeling for butter 
alive in this country. 

The scheme will break to-morrow 
(Friday) using initially large 
spaces in national and pro- 
vincial newspapers, Advertis- 
ing in magazines will start 
later and posters will also be 


used. 

Saward, Baker & Co., Lid., have 
been appointed agents. The 
appropriation is understood to 
be in the £100,000 bracket. 

Each country is contributing to 
the fund in proportion to the 
amount of butter they export 
to this country. 

A press and information bureau 
has been formed. 


‘Daily Sketch’ cuts 


column width 


On Monday the Daily Sketch 
reduced their column width to 
one and seven-sixteenth inches. 
Format now will be seven 
columns to a page and not six 
as before. The basic advertise- 
ment rate of £8 per column inch 
remains unchanged 

The change now enables 
double-column advertisements 
on the comic-strip page. Half 
double-column semi-solus spaces 
are available on this page. 


NEW BRAND OF NYLONS BY ARISTOC 


Aristoc Ltd. have produced a 
new brand of nylons called 
“Mistique.” They will be 
marketed as “Trilons” in boxes 
of three. No advertising will be 
undertaken as yet for this brand, 
as supplies are not yet sufficient 
to meet large-scale demand, 


A short coloured film, “Design 
for Fashion,” has been made by 
Stanley Schofield Productions 
Ltd. for Aristoc Ltd. It will be 
shown by Aristoc Ltd. to groups 
of retailers, women’s and youth 
clubs and at schools. 


Two replicas of the 
Layton Trophy would be 
presented each year for 
permanent retention by the 
agency and the advertiser 
concerned with the winning 
entry, and, in addition, gold 
cigarette cases or some other 
equivalent memento would 
be given the responsible 
typographer, copywriter, 
creative artist, and the con- 
tact man who linked agency 
and advertiser. 

Layton’s claim that each 
year about half of all com- 
mercial advertisements ap- 
pearing in the national and 
eo ae newspapers and 

terpress periodicals in 
this country pass through 
their own or associated 
companies, and they are 
therefore in a particularly 
good position to appreciate 
the steady improvement in 
the standard of advertising 
technique. They are bring- 
ing in the advertiser as a 
me ge in the contest 

use they recognise his 
importance in making 
higher advertising standards 
possible. 


Ingrid Miller’s 


new venture 

Mrs. Ingrid Miller, until recent- 
ly sales promotion manager with 
Pearl & Dean Ltd., and before 
that with Theatre Publicity Ltd., 
has now founded her own adver- 
tising consultancy, Ingrid Miller 
(Screen Advice) Ltd, 

Created to give advertisers and 
agencies independent advice and 
information, the new firm will 

rovide consultative service on a 

sis of retainer and ad hoc fees, 
and will cover both the distribu- 
tion and production sides of cam- 
paign planring. It will shortly 
extend its services to commercial 
television. 


North London 
Exhibition account 


oe relations department 

of Willing’s Press Service Ltd. 

have been appointed to handle the 

publicity and public relations cam- 

Paign or the North London Ex- 
bition, May 19-29. 
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ADVERTISER'S WEEKLY 
Regent 
‘A great history 
—and future’ says 
Dudley Turner 


After his election as the new 
chairman of the Regent Advertising 
Club at the annual meeting last 
week, Dudley Turner told members 
that the Club had a great history 
and a great future. He appealed 
for more members to take an 
active part in the life of the Club. 

He announced that the club 
membership, which had risen by 
173 in the past year, had now 
reached a record total of 908. 

The retiring chairman, Cecil D. 
Notley, paid a tribute to the work 
of the retiring president and the 
retiring honorary secretary, Frank 

Waters and Brian Baker, and 
the retiring committee, all of whom 
had worked extremely hard during 
the difficult time of the Club's 
transfer to their new headquarters 
at Chesterfield Street, W.1. 

The work of Miss Janet Dods, 
who retired at the end of last week 
from her post of secretary-manager, 
was also highly pons. She has 
been succeeded by A. P. Robinson. 

W. Needham, of Beaverbrook 
Newspapers Ltd., was elected presi- 
dent foe the forthcoming year, The 
new vice-chairman is W. G. Barne 
and the new secretary Kennet 


Club News 


Leake. Committee members are: 
Miss _ . Brian Baker, F. J. 
. Mayes, I H. Saward, 
?. Neville Lea, P. M. 

Grant and Philip Jones, 

The names of Mr. Waters and 
Mr. Notley were added to the list 
of vice-presidents. 

Winner of the public speaking 
competition for the Haddon Cup 
was Philip Jones, The cup was pre- 
sented by Ronald Barton, chairman 
of the panel of three judges. 

Also presented during the meet- 
ing were the cups ro prizes for 
remaining club competitions. Mr. 
Needham made the presentation. 
Awards and winners were: Pem- 
berton Cup: Miss Alison Gillard; 
Higham Cup: John Mynott; 
Saward Cup: Dennis Saunders; 
Goodenough Cup: W. L. Walters 
Page; World's Press News awards: 
1, Hugh Samson; 2, Dennis 
Saunders; 3, Phillip Barron; and 
the Dudley Turner Golf Trophy: 
Stuart Mayes. 


Members and guests at the 31st annual dinner and dance of the Publicity 


Club of Ireland. 


Standing (1. to r.): 


Albert Price (honorary secretary of 


the Publicity Club of Ireland), Mrs. Price, Charles E. McConnell, R. G. 


Berchem (Publicity Club of London), Mrs 


Garvey, Frank Padbury (chair- 


man of the Irish Association of Advertising Agencies), and Denis Garvey 


(president o 
enham (chairman of the 


the Irish Advertising Conference). 
Advertising-Press Club), 


Seated (1. to r.): 
Mrs. 


Horace 
Denham, Jack 


O'Sheehan (chairman of the Association of Advertisers in lreland), David 
P. Luke (chairman of the Publicity Club of Ireland), Mrs. Luke, Brian D. 
O’Kennedy and Mrs, Padbury. 


North Wales 


Norman Stewart 


is chairman 


Norman Stewart, proprietor, 
North Wales Press Agency, has 
been elected chairman of the Pub- 
licity Club of North Wales. A 
founder-member of the club, Mr. 
Stewart has been vice-chairman of 
the club for two years. 

G. S. Holmes has been re-elected 
hon. secretary and Frank Bottom, 
retiring chairman, is now hon. 
treasurer. 

Club council: Ronald Allinson, 
Steve Harris, H. Percival, Herbert 
Weston, Frank Kelly, T. Turner 
Pilling, Diana Pulson and E. V. 
Williams. 

The Marquess of Anglesey is the 
club's president, with Arnold E. 
Jones vice-president. 


Hult 
Improving sites 


Control of outdoor advertising by 
penne authorities was upheld by 
F. Alston, Hull town planning 
officer, when he addressed the 
Hull Publicity Club. (Hull Cor- 
poration were one of the first 
authorities to meet the advertisers 
and to form a joint committee.) 
Mr. Alston said outdoor adver- 
tising could do much good when 
converting untidy sites or filling in 
a gap between two buildings, and 
a lot could be done by “tasteful” 
lightin towards making a town 
look cheerful by night. 


Friday, May 7 
ADVERTISING ASSOCIATION. An- 
nual conference, Bournemouth (until 
Sunday) 
Pusuicrry CLun or GLasGcow 
luncheon 1, KR. Atkinson on 
ee ad everyday life.” 
Monday, M 
fee anp = West 
CLUB annual meeting. 
Restaurant, 6.50 p.m, 
Pusticrry CLus oF Lonpon. Ex- 
Det. Superimendem Robert Fabian 
on “Behind the scenes at Scotland 
Yard.” Waldorf Hotel. 6.15 p.m. 
NEWSPAPER AND ADVERTISERS 
Gourmo Socrry lunch, Savoy 
Hovel, 
Tuesday, May 11 
Pustrcrry Cuus or Lonpon, Pre- 
liminary round, public speaking 
contest, National Cash Register 
Lecture Room, Marylebone Road. 
6.30 p.m, 
Women's ADVERTISING CLUB OF 
Lonpon dinner, Misses Esme and 
Vera Beringer on “Heart in art.” 


PusLicity 
Carwardines 


ADVERTISING DIARY 


Trocadero Restaurant. 7 p.m. 
Bucks Pusiciry 
C, Rigby Dale on 

“Publicity for Agricultural shows.’ 
Berkshire Club, Reading. 7.30 
p.m. 

NEWSPAPER AND 
GOLFING = SOCIETY 
Walhon Heath. 
ednesday, May 12 

MANCHESTEA PUBLICITY ASSOCIA- 
Tron, Luncheon meeting. Café 
Royal, Peter Street, Manchester. 
Guest speaker Douglas Bader 
12.30 p.m, 


ADVERTISING 
spring meeting 


» May 13 
Berrisn Dmecr Mat Apvertis- 
ING) = ASSOCIATION, Presentation 


lunch. Criterion Restaurant. 1 


» May 
Pusuicrry Cius or GLASGOW 
luncheon. R. A. Maclean , on 
“Scottish Industries Exhibition.’ 
Pusticiry Cius oF Eien, 
Public Speeking Section dinner, 
Connaught Rooms. 7 p.m, 


D. C. Gourlay, retiring president 
of the Glasgow Publicity Club, 
invests the new president, James E. 
Hastings, with his chain of office 
at the Club's annual general meet- 
ing. F. Dench, advertisement 
manager of the “Glasgow Evening 
Citizen,” was elected vice-president. 
D. M. Wilkie and F. D. Greenhill 
were re-elected secretary and 
treasurer respectively. 


Members gf Ry Aldw yo > Galt Circle at Tandridge. 
Peacoc 

David Brown, 

Guy Barney, Joe Beable, §. V. Morrish, 


(lL. to r.): Jack Rafter, 
(behind, F. L. Wilson), 
G. Heighway. 


eorge 


Seated (1. to r.): 


May 6, 1954 
pas 
Aldwych Club 


The Aldwych Club Golf Circle 
held their spring meeting at Tand- 
ridge Golf Club last Thursday. 
Winner of the captain's prize was 
W. G. Seabrook, with : 
Jullens runner-up. The hidden 9 
holes prize went to J. T. Patterson. 

During the afternoon, the 
Glasgow Herald Shield foursomes 
was won by W. G. Seabrook and 
C. Dickins. Runners-up were D. 
Brown and W. G. Barney. 


IIPA 


The Institute of Incorporated 
Practitioners in Advertising held 
their spring meeting at Hendon Golf 
Club on Thursday. Results: James 
Strong trophy for best scratch 
score—P. D. biden iy medal round 
under handica A Robertson 
and 2, A. D. ally 

Foursomes : winners—P. D. 
White and M. R. Samuel; runners- 
up—G. P. Jackson and H. E. K. 
Sawtell. The Leonard Hill inter- 
agency trophy was won by D. J. 

eymer & Co., Ltd. 


FSCC 


First meeting of the season of 
the Fleet Street Column Club Golf 
Circle took place under the ca 
taincy of Jack Everett at Burhill 
last week. Results: 

Arthur Dickens Cup (permanent 
prize presented by the captain): 
John Sime; runner-up (prize given 
by H. H. I, Gibbons), Mike 
Chavasse, after a tie with A. Martin 
Lewis, who won prize given by 
H. R. Simmons. 

Foursomes (prizes given by 
Andrew Milne): Gordon Millem 
and Dennis Passmore; runners-up 
(prizes given by J. Harrison 
Haworth), Chavasse and E. 
Sellar; best nine holes (prizes given 
by Harold Fish), A. H. Mclsaac 
and Sime. 


Footee® 


The annual football match 
between Willing’s and Walter Hills 
was held on Wednesday in_ the 
grounds of the King’s Oak Hotel, 
High Beech. Willing’s were again 
the victors, winning 41. 


Standing 
Claude Dickens, W. G. Seabrook, 
A. R. Jullens, J. T. Patterson, 


Arthur Newton and John Beable. 
= 
Im brief... 


C. Roderick Gallant, chairman of 
the Publicity Club of Leeds, has 
left for a two months’ gy | in 
British Columbia. . . . The Pu 

licity Club of the Cotswolds heard 
Mrs. Beatrice Ward on “Typo- 
graphy in Advertising.” s a 


ial protien of the Advertising- 
Press Cl b decided not to change 
the on of the club's annual 
general meeting. . . . The history 
of the ~~ industry was out- 
lined to w Publicity 
Club by R. ake Wilson. 
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At the public relations conference: 


(Middlesex County C 
Healy (F. 


(left) president A. A. McLoughlin 
ouncil) opens the conference; (right) T. H. Traverse- 
C. Pritchard Wood & Partners Lid.) chatting with two overseas 


delegates, Etienne Block of Paris (on the left) and William Treadwell of 
the American Public Relations Association on the right. 


£250, 000 scheme 
for fruit, veg? } 


Britain’s wholesale fruit 


and vegetable merchants are } 
discussing a national adver- 


suade the public to eat more 
fresh fruit and vegetables. } 

At the annual meeting of 
the National Federation of 
Fruit and Potato Trades at { 
Harrogate members told 
their executive to go ahead 
with negotiations with grow- 
ers and retailers for help in 
paying for the campaign. 

A. E. Smart, the presi- 
dent, said that press, radio, 4 
TV and film advertising 
were being considered and a 


When the 
whole thing was prepared 
members would be asked 
to vote on it. } 

There were indications 
that the other sections of 
the trade would be willing 
to help financially. 

“We have a 


iii 
H 
i 
z 
| 


use,” said Mr. Smart. 


Day-Glo inks for 


letterpress, litho 


Day-Glo Colours are now 
— in letterpress and litho 
inks. 

Dane & Co., Ltd., the manu- 
facturers, report that the new 
range of pigments on which the 
Day-Glo daylight fluorescent 
letterpress, litho and offset inks 
are based, have been developed 
after research by their chemists 
in conjunction with those of 
Switzer Brothers, and with Nor- 
man Gaunt, chief chemist of 
John Waddington Ltd. 


Brandon's handle French 
textile exhibition 


Robert Brandon & Partners Ltd. 
will be handling the advertising and 
public relations for the French Tex- 
Giles Exhibition to be held at 
Hutchinson House, Stratford Place, 
W.1, from October 8 to October 24: 
Part of the exhibition will coincide 
with French Fortnight. 


The new Ever 
Piccadilly Circus. 


Ready sign in 


. 
Ever Ready sign 
. . 7 
in Piccadilly 
The new Ever Ready sign in 
Piccadilly Circus contains 1,400 
feet of tubing—enough to circle 
the pavement around the statue 
of Eros nine times. It is claimed 
to be “one of the greatest concen- 
trations of light in any sign.” 
It covers an area of 32 feet 
high and 18 feet wide and the 
display works on a total of 40 
transformers. Between 8 a.m. 
and 1 a.m. it is controlled b 
sensitive light cell which brings 
the sign on automatically in dull 
weather as well as at night. 
Working on a design by the 
company’s agents, Greenlys Ltd., 
the display was made and in- 
stalled by London Signs and 
Illuminations Ltd. 


Newspaper Press Fund 


record 


A total collection of £17,000 
to date for the current year was 
announced at the annual dinner 
of the Newspaper Press Fund, 
held at Grosvenor House, W., by 
H. McMichael, chairman of the 
council. Lord Derby presided. 

Col. J. J. Astor, president, who 
responded to the toast of the 
fund, said that last year they had 
been able to distribute the record 
amount of over £28,000, 


ADVERTISER'S WEEKLY 


Role of public relations 
in boosting output 


The first council of an International Public Relations 
Association is expected to be formed within six months. 
This was announced at the annual conference of the Institute 
of Public Relations at Stratford-upon-Avon at the week-end, 
by Odd Medboe of Norway, chairman of a provisional com- 
mittee which, for four years, has been working on the 
possibilities of forming such an organisation. 


At meetings during the con- use of graphic design and the 
ference delegates from the importance of P.R. men work- 


United States, Holland, Norway, 
France and Great Britain came 
to final agreement on the con- 
stitution of the International 
Public Relations Association and 
decided on the next practical 
steps. They will ask the public 
relations organisations in the five 
countries concerned to appoint 
representatives to form the first 
council. T. Fife Clark is secre- 
tary of the provisional com- 
mittee. 

Over 150, including many 
from overseas, attended the con- 
ference, more than double the 
previous record. Overseas 
visitors came from the United 
States, France, Italy, Holland, 
Germany, Norway and Belgium. 


Hardest job 


George Pollock, Q.C., director 
of the British Employers’ 
Federation, stressed the impor- 
tant part public relations could 
play in industry to bring better 
relations between management 
and employees, with the ultimate 
aim of increasing productivity. 

“This is the job for P.R.O.s in 
government, industry and the 
trade unions,” he said, but 
warned—“it is the hardest job 
in the world to convey to the 
ordinary man in the street facts 
and figures about economics.” 

Public relations should be 
used to induce workers at 
ground floor level to assist in 
increasing productivity and 
teach them the advantage of 
using better methods of produc- 
tion, 

Hugh Saunders, secretary of 
Unilever Ltd., spoke of the diffi- 
culties of operating public rela- 
tions “in a large family.” Com- 
paame that produced a wide 

a of products had many 
problems to face in the P.R. 
field. He thought the only 
solution was decentralisation. 

“You must encourage the 
members of your family to 
develop their own individuality 
and form and develop their own 
public relations,” he said. But 
a lead from the top was 
essential. 

“I think more than ever the 
P.R. man has got to move in 

be 


How an advertising agency 
gave a campaign individuality by 


ing on the same lines was the 
theme of an address by Ashi 
Havinden, art director of W. 
Crawford Ltd. 

He showed film slides of ad- 
vertising us marks inting out 
the various marks of continuity. 
He explained: “We in advertis- 
ing are trying to find graphic 
forms rich enough to be repeated 
constantly, flexible enough to be 
used in difficult context, and 
Somatas enough to be memor- 
a le. 

“But what is the good of us 
trying to get continuity and 
impact in a product when part 
of the problem comes under the 
care of a public relations man 
who comes along, does not know 
about the general theme, and 
goes off on an entirely different 
angle?” he asked. 

(The conference will be the 
subject of our Public Relations 
feature article next week.) 


Directors named 
for BIF 


British Industries Fair Lid. has 
now been set up to take over the 
organisation and a of 
the British Industries Fair to be 
held in 1955 and subsequently. 
The Birmingham section of the 
Fair will continue to be organised 
and run by the Birmingham 
Chamber of Commerce, but the 
company will be responsible for 

ublicity at home and overseas 
or the Pair as a whole. 

Sir Arthur J. G. Smout has 
been appointed chairman of the 
company. The other directors 
are:— 

W. J. Arris (managing director, 
perenne Adding Machine Co 
Ltd.). 

C. Kenneth Horne (sales direc- 
tor, Triplex Safety Glass Co., 
Ltd.). 

H. N. Hume _ (chairman, 
Charterhouse Industrial Develop- 
ment Co., Ltd.). 

F. R. B. Whitehouse (chairman 
and joint managing director of 
the Chad Valley Co., Ltd.). 

Sir Ernest Goodale (chairman 
and managing director of Warner 
& Sons, Lid.), and 

R. P. S. Bache (managing 
director of Geo. Salter & Co., 
Ltd,). 

J. L. Reading, at present direc- 
tor of the London section of the 
Fair, has been appointed general 
manager of the company. 
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Board changes at 
Frank Mason 


H. 5. Mason has resigned as 
managing director of Frank Mason 
& Co., Ltd., but will nevertheless 
remain in active control as chair- 
man of the board. 

J. E. Haile and W. A. Preece 
have been appointed joint man- 
aging directors. Mr. Haile joined 

company in 1927, as assistant 
secretary, and for many years has 
been director and secretary. He 
now relinquishes the secretaryship. 
Mr, Preece joined the company at 
its Cardiff office in 1917. In 1943 
he was appointed sales director. 
He will continue to be primarily 
responsible for sales, 

H. White and K. E. Elsom, 
who both joined the company as 
juniors, have been appointed secre- 
tary and general sales manager, 
respectively. 

a a 7 

Jeffrey Kalp has joined the ex- 
ecutive staff of Erwin Wasey & 
Co., Lid. He was formerly with 
Rumble, Crowther & Nicholas Ltd. 
and more recently with G, S. 
Gerrard Ltd. 

- 7 7 

W. R. Baxter, who has been with 
Country and Sporting Publications 
Ltd. for the past seven years, has 
joined the advertisement staff of 
A. W. Burnett as a representative 
of the Amalgamated Press Lid. He 
will be associated with the publi- 
cations under the management of 


- +. * 
P. L. R. Rowe has been ap- 
inted as second-in-charge of 
H, Smith & Son's publicity 
department, of which 8, £ Hyde 
is manager, 


Robert Freeman, fead of the 
Robert Freeman Co., and Mrs. 
Freeman (actress Polly Ward) 
boarding the boat train at Water- 

en route for U.S.A. and 
Canada on the “Queen Elizabeth" 
last Friday. Mr. Freeman is to 
visit his American associates, the 

Victor Bennett organisation. 


British Tyre & Rubber Co., Lid., 
have appointed L. Haworth as ad- 
vertising manager to the nM 
To take up his new position 
Haworth resigned from his 
advertising manager of cathe 
Victor Ltd., with whom he had 
been associated for some 20 years. 

* * 7 

C. E. Hobden, technical director 
of More O’Ferrall studios, left on 
Saturday for America. He will 
attend the Outdoor Advertisi 
Association of America’s Painted- 
Sign Conference, in Chicago, and 
the National Outdoor Advertising 
Bureau's Conference at the de Witt 
Clinton Hotel in New York. 

* * _ 

Robert A. Fraser is leavin 
C. Vernon and Sons (Liverpool) 
Lid. to join Ripley, Preston Ltd. at 
their Manchester office as copy- 
writer-visualiser. 

* * 

E. A. Roberts of the South 
London Advertiser series has been 
appointed display representative 
with the Caernarvon Herald series 
at Caernarvon. 

a * * 

Mrs. Pat Malcolm has been ap- 
pointed advertising and publicity 
manager of Crayson Models. 
Previously she was an account 
executive with the Robert Freeman 
Company. 


P.R.O. for Percival 


John Crawford Cunningham has 
been appointed public relations 
officer to Percival Aircraft Lid., 
Luton. He is editor of Tally-Hol, 
the house journal which circulates 
internally within the aviation com- 

nies of the Hunting Group, and 
— until recently been safety officer 
of Percivals. 

7 - 

E. F. Alldritt has nowt 4 “appointed 

ublicity manager jresham 
Fendaemes Ltd. He came from 
a similar post with E. F 
Turner Ltd. and Bull Motors, and 
before that he was assistant pub- 
licity manager with the Kelvin- 
Hughes group of companies. 

* * * 

At the private view of the Royal 
Academy's Summer Exhibition last 
Thursday, one of the first pictures 
to be sold was “Pot Roast” by 

. P. Juda, editor and publisher of 
The Ambassador, the British ex 
magazine. The buyer was rs. 
Fleur Cowles, associate editor of 
Look Magazine, New York. 

7. * . 

Two members eB yy Adver- 
tising are represented in this year's 
Royal . moma 4 i. Gooderham’ s 
water colour “ ay t vg 
and Miss Monica M. Gummmestin? 
oil painting “Still Life with Onion” 
were both hung. Miss Summerlin 
also had two other oil paintings 
accepted. 


L. Haworth 


New PAMA members 


New members of the Press Ad- 
vertisement Managers’ Association 
= eo, Me a (Derby Tele- 

graph. w. alters (Sheffield 

graph), \. Quye (Aberdeen 
Poot and p add and 
Allen Goath he Sroning Post). 


E. J , ett hes heen “appeinted 
P.R.O. to C. LE Layton Ltd. and 
their associate companies’ in 
London, Bristol and Birmingham. 
Mr. Smith was for many years 
managing director of Coleman & 
Company Ltd., Norwich, and later 
vice-chairman of Erwin Wasey & 
Co., subsequently joining the 
London Press Exchange. He re- 
signed his position of general man- 
ager of Ever-Ready Razor Products 
Ltd. when they amalgamated with 
Pal-Personna last year. He is a 
Liveryman and Freeman of the 
City of London. 

o 


— * 
Gordon B. Allan has been ap- 
pointed secretary of George Out- 
ram & Co., Ltd., publishers of the 
Glasgow Herald "and allied papers, 
in succession to late James 
Armour, 


- * * 
Arnold, director of Stowe & 


Eric 
Bowden Lid., has been elected as 
resident, Manchester branch, 
ational Advertising Benevolent 
Society, for the year 1954-55 in 
succession to the late Walter J. 
Harrop. 
* 


* * 

John Creek, ral sales man- 
ager of Fibreglass Ltd. for two 
years, has now been appointed sales 
director. He is also a director of 
the recently formed F.A. (Mem- 
branes) Ltd. Mr. Creek helped to 
form, and was chairman of, 
English eaetes | ae ona 


* 

E. E. Russell, | I art buyer 
at Greenlys Ltd., and June Weaver, 
assistant to the art director at 
Gordon & Gotch (Advertising) Ltd. 
have formed an art agency, Russell 
Artists, at Great Titchficld Street, 
London, 

* 


* * 

Retiring from the office of 
honorary treasurer of the News- 

per and Printing Industries 
ension “und, H. G, Clarke was 
presented this week with an 
mscribed gold  wristlet watch. 
Chairman of the committee of 
Management, G 

ke of the “monumental work’ 
one for the Fund by Mr. Clarke. 


Derrick W. Ward, production man- 
ager, G. J. Smith & Co., Lid., 
was married to Miss Joyce R. Ruck 
(secretary to the chairman, H. S. 
Lipkin) at Caxton Hall last Satur- 
day. They first met when Miss 
Ruck joined the agency last 
October. 
. * * 


Cycling through the 
iron curtain 


Peter Bryan, editor of The 
Bicycle, is the first British cycling 
journalist to be invited by the 
organising committee to follow the 
Warsaw-Berlin-Prague road _ cycle 
race, which started last Sunda 
a 2) and finishes on May | 

e left London by air last Monday 
fen the Eastern European countries, 
where he joined the race at Lodz 
on Tuesday. There is a British 
team of six riders in the 16-day 
race, which covers 1,200 miles. It 
is the seventh race in the series and 
is promoted by workers’ newspapers 
in Poland, Eastern Germany and 
Czechoslovakia. 


OBITUARY 


Malcolm Graham 
bereaved 


Mrs. J. D. Graham, mother of 
Malcolm Graham, chairman, Wol- 
verhampton Express and Star, has 
died. 

George Aitchison 

George Aitchison, a director aud 
former editor of the Brighton and 


Hove Herald, died at his home at 
7s on Friday night at the age 
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THe OLD GAME of “keeping up with the Joneses” 
has fruitful results for advertisers. But who are the 
Joneses ? 

From a recent analysis of our readership, it appears 
that nearly a quarter of the men who rely on the 
News Chronicle come from the tycoon, executive, 
and professional class. Another 45 per cent are drawn 
from that other category of big-money earners — the 
foremen, the skilled industria) workers, the craftsmen. 


68%, of our male readers , 
are in the better paid positions 


—men who influence others 


NEWS CHRONICLE 


The findings in this booklet are based on a survey conducted originally for our private editorial 
use — but some of the information, we thought, would be very useful to advertisers or 
their agents. Copies of the booklet may be obtained by writing or telephoning to the 

Advertisement Director, The News Chronicle, Bouverie St., E.C.4. Central 000. 


Such readers are also leaders. From their position 
of responsibility and material success, they tend to 
influence the lives and habits of other people — and 
other customers for advertised goods. 

If you are interested in the character of a big potential 
market (over 3,000,000* strong), you will find the 
booklet below worth studying. It examines News 
Chronicle readers in terms of their occupations, their 
enthusiasm for this paper, and their responsiveness. 


*Hulton Readership Survey, 1953 
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Praise from Royalty and merchant princes 
las | 


spurred advertising 
to greater effort 


AS, delegates are meeting at Bournemouth for the Zist 

Conference of the Advertising Association, “Advertiser's 
Weekly” presents this review of past conferences—to revive 
memories for older people in advertising and to indicate, for 
others, the vast range that has been covered in the years since 
the famous first event at Wembley. 


The starting point of this 
history is 30 years ago—the great 
International Advertising Con- 
vention in London in 1924. 
What a launching for the con- 
ference movement! What a 
triumph for District 14 of the 
Associated Advertising Clubs of 
the world, who, having secured 
the convention for London, went 
all out to prove that London 
could organise and entertain in 
the best tradition of conventions 
held on the other side of the 
Atlantic. 

District 14's convention execu- 
tive committee was: B. 
Lawrence, W. S. Crawford, C. 
Harold Vernon, Andrew Milne, 
J. C. Akerman, Ivor Fraser, John 
Christie, and George Scott, The 
convention was held in the Con- 
ference Halls of the British 
Empire Exhibition at Wembley. 

Americans, both men and 
women, representing all branches 
of advertising, flocked to it. 
Indeed the list of American dele- 
gates published in ADVERTISER'S 
Weexty filled three  closely- 
_ pages. 


It was an eventful convention 
by any standard. ere were 
something like 4,000 delegates. 
Three presidents, Lou Holland 
(U.S.A.), Lord Leverhulme, and 
Lord Riddell officiated at .the 
main business sessions, and over 
300 speeches were scheduled. 
The Prince of Wales opened the 
convention, and other notable 
speakers were Winston Churchill 
and Stanley Baldwin. 

Taken at random, titles from 
some of the speeches delivered 
at the convention—The Relation- 
ship Between the Editorial and 

Advertising Departments . . 
Truth in Advertising . Labour 
Problems in the Printing World— 
all seem very familiar and more 
like a recent conference than one 
of 30 years ago. 

At the end, 


the convention 


adopted a six-point declaration. 
Delegates pledged themselves : — 

1.To dedicate our efforts to 
the cause of better business 
and social service. 

. To seek the truth and live it. 
. To tell the advertising story 
simply and without exag- 
geration, and to avoid even 
a tendency to mislead. 

. To refrain from unfair com- 
petitive criticism. 

.To promote a better inter- 
national understanding based 
upon a recognition of our 
mutual responsibilities and 
our interdependence. 

.To conceive for ourselves 
and for posterity ideals of 
conduct and standards of 
advertising practice born of 
the belief that truthful ad- 
vertising builds both charac- 
ter and good business. 

When it came to the social 
side, Wembley 1924 was a real 
pace-setter. There were over 60 
social functions, catering for all 
tastes. On the programme for 
one day alone there were six 
luncheons and six dinners by 
various sponsors, and the 
Publicity Club of London enter- 
tained 100 delegates to “To- 
night’s the Night” at the Winter 
Garden Theatre. 

There were dress parades for 
the ladies, conducted tours of 
London, visits to Windsor Castle, 
Hampton Court, and Hever 
Castle, where 1,000 delegates 
were guests of Major and Lady 
Astor. And, of course, there was 
conference golf at Walton Heath 
as guests of Lord Riddell, with 
competition prizes given by, 
among others, Strand Magazine, 
Pearson's Magazine, London 
Opinion, Daily Mail, Daily Tele- 
graph, and News of the World. 

Harrogate was the venue for 
the second convention, which 
was organised by a joint com- 
mittee representing District 14, 
and the Publicity Clubs of Brad- 
ford and Leeds. An “On to 
Harrogate” campaign was run to 


in oactusn lediws end geathomen.! mes quote thove 


nes of Shakespeare 


Will sot make as many dutiars 
As te @he climes « tree and hollers 


Re ee eer? 


The “Daily Ex Eup has long been the friend of advertising—and 


this cartoon 


monstrates how conferences of the past hit the 


headlines and captured public interest. 


encourage attendance—not such 
a far cry after all from the 
“Harrogate Again” slogan of the 
clubs in 1953. 

In the early stages little suc- 
cess was predicted for Harrogate. 
To quote one opinion, it was 
regarded “as a forlorn hope 
The best brains in advertising 
were presumed to be scarcely 
convalescent after the strain of 
Wembley.” 

But the pessimists were con- 
founded, and a later verdict was 
that it was “a conference with 
a punch in it.” 

Its keynote was summed up 
in a message sent to the King: 
“The convention is giving serious 
study to the development of 
markets for British goods so that 
the dark shadow of unemploy- 
ment may be lessened and per- 
haps dispersed.” 

Although this was only the 
second convention, the organisers 
were beginning to find some of 
the “snags.” They concluded: 
“A lesson for future conferences 
is that the departments will 
achieve more if they will con- 
fine each session even more 
definitely to one subject and one 
resolution.” 

Yorkshire triumphed in a 
cricket match between teams 
representing the Leeds and Brad- 
ford Clubs and the rest. 

Spadework for the ill-fated 
Blackpool convention in 1926 
was undertaken by the Man- 
chester Publicity Association. 


This was the first convention 
held directly under the auspices 
of the Advertising Association 
which was inaugurated in Janu- 
ary, 1926. The Association's first 
president, Lt.-Col. E. F. Lawson, 
was president of the convention. 


Undeterred by the growing 
threat of a general strike, many 
delegates assembled in Blackpool 
on the week-end of May 1-2, 
and the social preliminaries went 
ahead. On Sunday morning, 
when a party of delegates set 
out on a trip to Windermere, the 
fate of the convention was in the 
balance. It was a day of doubt 
which was not finally resolved 
until the announcement during 
the evening that it was impossible 
to proceed_with the convention 
in view of the national emer- 
gency in general, and in face 
of the non-arrival of some of 
the speakers in particular. 

When the crisis was over, 
there was talk of reviving the 
convention in London, but noth- 
ing came of the idea. 

As if to make up for the 
disappointment of Blackpool, a 
big double event, the Advertising 
Convention and Exhibition, was 
organised at Olympia in July 
1927. 

This event devoted itself 
primarily to investigating and 
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I shall have my 
OWN washing machine 
next month 


You’ve talked him into it, eh? 


Yes. Told him how I always have to share yours. Mind 
you, what with the television and a new vacuum cleaner 
he’s had rather a lot on his plate. But now young Bob has 
started work it makes quite a difference. 


i 


wiih 


Of course it makes all the difference in the world to 
have two or three people out to work. 


fie 


fill Milt iN 


é With the biggest daily net 
It certainly does. We've got a lot to be thankful for, 3 sale on earth, the DAILY 
haven’t we, when you reckon how different things were = MIRROR offers the most 
when we first got married. B powerful mass market Rica 
__ coverage in the history of oy 
You’re quite right. As you know, Jack is inclined to & daily newspapers at the lowest ae 
moan a bit but even he admits that people like us are 4 square inch per thousand rate of . 
better off than they’ve ever been before and from all | ~—al!’ national dailies. i 
accounts that’s more than you can say for a good many ml 
office workers. When planning a 
, your schedules you a 
DAILY MIRROR ee 


THE DAILY MIRROR 
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REVIEW OF PAST CONFERENCES (continued from page 258) 


When advertising brought revival hope to 
depressed Britain 


discussing means for promoting 
Empire trade. Both the exhibi- 
tion and the convention were 
opened by Mr. L. S. Amery, 
Secretary of State for Dominions 
and Colonies. 

Features of the exhibition, 
which Mr. Amery described as 
“the greatest advertising exhibi- 
tion ever held,” were the Ad- 
vertisers’ House (furnished 
throughout with advertised 
goods), the Palace of Beauty, 
snoorns Street, and a Poster 
Exhibition and competition. 

There were 385 stands, many 
of which had their novel features 
-—for instance, Sir Charles 
Higham, on his stand, writing 
copy free of charge! A new 
feature of the business side of 
the convention was the link-up 
between advertising and the 
1.S.M.A,, whose third annual 
convention was held as part of 
the advertising convention. 

Although there was no official 
“theme” for the Birmingham 
convention of 1928, its keynote 
generally was the desire of ad- 
vertising to understand and to 
serve industry. No more suit- 
able place than Birmingham 
could have been chosen for this, 
and many organised visits were 
made by delegates to industrial 
concerns in the area. Adver- 
tising men believed at the time 
that a result of the convention 
would be a substantial increase 
in publicity work from firms of 
every kind in the Midlands. 

President of the convention, 
at which nearly 1,000 delegates 
were present, was Charles A. 
McCurdy, who was able to 
en in his inaugural address, 
“We have met under more 
favourable trade auspices than 
on any previous occasion.” 


In a message to the conven- 
tion, the Prince of Wales 
declared, “. . . at. this moment, 
with conditions definitely favour- 
able to a revival of trade, my 
thoughts will be with you as you 
deliberate on the wider and 
better marketing of British 
good 


s. 
“By bringing into play those 


and scientific methods of 


STANDS FIRST AND 
FOREMOST IN LONDON 


AND PROVINCES 


PRINCIPAL BRANCHES 


marketing which modern condi- 
tions demand, we shall go far 
to retain that pre-eminent posi- 
tion in commerce which has n 
won for us by the efforts and 
enterprise of previous genera- 


tions. 

In 1929 delegates assembled at 
Newcastle upon Tyne for the 
fifth convention, which had for 
its theme “The Quest for Mar- 
kets.” In his — presidential 
message, Lord Riddell wrote: 
“You could not have a more 
important or more topical sub- 
ject. Our fate as a _ nation 
depends on _ extending and 
developing our trade.” Speakers 
at the opening session, which 
was held in the Festival Hall of 
the North-East Coast Exhibition, 
included Sir Gilbert C. Vyle; 
Ernest Remnant; Sir Ralph 
Wedgwood, general manager 
L.N.E. Railway; and Lt.-Col. H. 
Cyril Millican. 

For the first time the South 
Coast was chosen as the venue 
for a convention when in 1930 
it was held at Hastings. Seventy 
speakers were announced. Among 
these were Dr. Hugh Dalton, 
M.P., and Sir Oswald Mosley, 
M.P., whose address to the 
national advertisers’ session had 
the cryptic title of “The Problem 
of Inherent Unsaleability.” 


Some of the gaiety of sea- 
side England rmeated the 
social events at Hastings, but the 
business sessions reflected the 
country’s concern at the high 
level of unemployment, which, 
as Sir Ernest Benn observed bit- 
ingly at one session, “. . . daily 
produces a more impressive net 
sales certificate.” 

The general depression was 
again an ever-present factor of 
existence in 1931; and the desire 
of everyone in industry to do 
something urgently to dispel this 
national scourge was shown at 
the Glasgow convention of 1931. 
It was called the “Crisis Con- 
vention,” and it had for its 
theme “Advertising and Trade 
Development.” 

Sir Gomer Berry, in his presi- 
dential address, said: “We are 
meeting today at a time of grave 


THE 407VE8 1) ING ASBOLIAT ION 


NINTH ANNUAL 
CONVENTION 


“YMets, Loxpom 


rym 


1D) me WORLD RRORWERY 


The key symbol motif has been 
used before. 


industrial depression affecting 
not only Great Britain and her 
Empire, but every part of the 
civilised world. Notwithstanding 
this blanket of depression, it is 
my belief that advertising can 
play a large part in lifting it.” 

By 1932 the situation was 
beginning to improve, and the 
convention organisers shared in 
the general optimism to the ex- 
tent of choosing “Advertising in 
Britain's Year of Opportunity” 
as the theme. The convention 
was held in Liverpool with 
Viscount Leverhulme as presi- 
dent. 

Probably the most contro- 
versial speech to delegates at an 
advertising convention for a 
years, was delivered by Frederic 
J. Marquis, managing director of 
Lewis's Ltd., at the opening ses- 
sion. Mr. Marquis argued there 
was too much advertising. In 
ten years, he said, retail adver- 
tising had quadrupled, but store 
turnovers had not increased 
pois. Advertising, at 
east in the retail field, 
reached a stage of diminishing 


“One hears people say that a 
successful firm has been built up 
on advertising,” said Mr. 
Marquis. “It is all nonsense. 
You build successful business 
only by living up to your adver- 
tising.” 

At Olympia in 1933 the theme 


was “Advertising and World 
Recovery”—an encouraging sign 
of the times. Major the Hon. 
J. J. Astor, M.P., was the presi- 
dent of the convention, which 
was held in association with an 
Exhibition of Advertising and 
Marketing. 

The convention held at 
Leicester in 1934 established a 
record for the number of dele- 
gates registered at a provincial 
convention. The list of speakers 
included Lord Ebbisham, the 
convention president; Sir 
Kingsley Wood, then Postmaster- 
General; H. . Eley; Sinclair 
Wood; and Arthur Chadwick. 
Lord Ebbisham summed up the 
nation’s improving prospects 
when he said, “Doubt and fear 
of the future have been replaced 
by confidence and by a realisa- 
tion that our difficulties, though 
great, are not insuperable... . 
Advertising must fight for pros- 
perity as it led the way in fight- 
ing the depression from which 
we are now emerging.” 

The eleventh convention was 
held at Torquay in 1935 with 
Sir John Pybus as president. 
“Advertising and National Re- 
covery” was the theme. Among 
the speakers was G. P. Simon 
(chairman of this year’s Birthday 
Convention) who addressed the 
newspaper management session 
on “Maintaining the Scale Rate 
—The Use and Abuse of Holiday 


The convention of 1936 was 
ane in that it was held afloat 
on rd the T.S.S. “Voltaire.” 
Three hundred delegates, led by 
Sir Ernest Benn, sailed from 
Southampton for a cruise which 
was both a convention and a 
market investigation. 

The “Voltaire” called at 
Copenhagen, Helsinki, Stock- 
holm, and Oslo, and the con- 
vention sessions were held during 
the cruise which lasted for a 
fortnight. Reports of some of 
the sessions have, therefore, a 
slightly unusual ring; as, for 
instance, one which began “In 
the Kiel Canal yesterday, British 
newspaper managers and British 
advertisers held a lengthy discus- 
sion on the censorship of 
advertisements.” 


@ Continued on page 298 
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ADVERTISER'S WEEKLY 


IMPORTANT 
ANNOUNCEMENT 
to all concerned wtth the 
electrical and radio tndustry 


With the issue dated August 27 
ELECTRICAL AND 
RADIO TRADING 


Wie lg C hy 


VA RG aR 


In the past few years the electrical and radio industry has expanded immeasurably. Essential 
to the continuation of this expansion is a comprehensive, regular news-service. The new 
ELECTRICAL AND RADIO TRADING will fulfil this important purpose. Advertisers, furthermore, 
will find in the larger ELECTRICAL AND RADIO TRADING —the only trade paper covering the 
domestic electric appliance, radio and television industry to supply regular A.B.C. certificates — 
wider scope for the display of their advertisements. 


The new page-size of ELECTRICAL AND RADIO 
TRADING will be 11)” x 84", type area 10” x 7”. 


WARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD.. 96-98 LONG ACRE, LONDON, 
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Wabi -Lhis Conference can _ be the 
starting point of a great 
expansion of our usefulness’ 


CONFERENCE 
PROSPECTS 


2Zist Anniversary Conference 
of the Advertising Association 
will have great expectations. 
The programme certainly pro- 
mises a constructive ng 
There are good prospects, too, 
Ministers of the Crown 


affirm their faith in advertis- 
ing with clarity and vigour. 

There are high hopes that the 
ill-informed critics of advertis- 
ing will be answered with 
authority and despatch, 

Positive progress on such lines 
would bring stronger co- 
operation and solidarity 
throughout advertising and 
publishing. 


Bournemouth oe Ser" well oo a 
spring-board 
history 


Memo to F. C. Hooper 


The April issue of “The 
Manager,” | published 

for the Institute of 

Management, includes an 
amazing contribution which 
describes business as predatory 
and sneers at advertising as 
“to-day the most powerful 
racket in the world.” 

The author, a learned man of 
medicine, has every right to 
speak his mind on subjects 
of which he may have little 
knowledge. Even when he 
says that to criticise advertis- 
ing in London is “about as 
unwise as it would be to guf- 
faw in Moscow during a 
broadcast of Malenkov.” 

(It is a pity that assertion is un- 
true, but the fact is that the 
critics of advertising too often 
get away with inaccurate 
statements.) 

But there can be no excuse for 
the editorial treatment given 
to his opinions. The “racket” 
allegation is picked out for 
heavy emphasis at the top of 
a page and printed in red as 
a caption to a picture of some 
of London's ertising signs, 
including one for a w 
soft drink, 

It would be interesting to know 
what that great exponent of 


As president of the Adver- 
tising Association, I am 
delighted to be offered a Guest 
Column in ADVERTISER'S 
Weexty on this very special 
occasion. 


We are on the eve of the 
“Coming-of-Age” Conference of 
the A.A., for the Conference 
which begins to-day (Thursday) 
at Bournemouth is the 21st to be 
held since the Advertising Asso- 
ciation came into being just over 
a quarter of a century ago, and 
the attendance, judging by the 
bookings of delegates, will 
achieve a new record. 

The theme of the Conference, 
appropriately enough, i 

ey to the Future,” 
more appropriate than a 
on one’s 21st birthday? 


Tasks ahead 


Naturally a birthday should 
be something to celebrate, and I 
am sure that everyone who goes 
to Bournemouth will not only 
enjoy the business sessions but 
will participate most happily in 
the social and sporting events 
which have specially been ar- 
ranged to mark the occasion, 

Apart from celebrations, how- 
ever, we have tasks to perform, 
and, in particular, we must con- 


ys 


says NORMAN MOORE 


president of the 


Advertising Association 


‘THE REAL IMPORTANCE IS TO MAKE 


GOOD ADVERTISING’S CLAIM TO BE 


THE KEY TO THE FUTURE’ 


solidate what has been gained in 
previous Conferences and make 
this “Coming-of-Age” Confer- 
ence the starting point of a 
great expansion in the usefulness 
of the Association and the prac- 
tical help which it can give to 
advertisers and advertising men 
alike. 

The chief task of the Adver- 
tising Association is still its most 
important duty to promote public 
confidence in advertising. Not 
only have we to increase still 
further the already great confi- 
dence which has been gained by 
advertisers during the past 
quarter of a century, but we 
have to encourage those in 
our own ranks who still adopt 
a timid, self-apologetic approach 
to the subject. 

Finally, we have to convince 
by sober argument that small 


minority which still doubts the 
efficacy of advertising, and to 
resist attacks made by cranks. 

The real importance, however, 
of our deliberations, is to 
examine and make good adver- 
tising’s claims to be “The Key 
to the Future” for both our 
export and our internal trade. 

I would like to voice our 
thanks to all those who have 
helped in years past to forward 
the cause of advertising and to 
make our Conferences a success. 
The Mayor of Bournemouth and 
the civic authorities have been 
kindness itself in the facilities 
which they have offered to us, 
and although they will be 
thanked after the event, I would 
like to say, here and now, how 
much we appreciate the help they 
have given and the practical 
interest which they have shown. 


To-morrows TOPICS 


© Latest marketing trend is to- 
wards greater exploitation 
of the teenager market. 
New products as well as 
new and re-styled journals 
are on the way. 

®A leading bedding manu- 
facturer is to launch an 
electrically heated mattress 
with a substantial adver- 
tising campaign. 

® A quick-frozen food firm is 
going into the cat and dog 
food market. Initial sales 
of the product are reported 
to be excellent and a cam- 
paign is expected soon. 

®Copy line for a new air 


conditioner coming on to the 
market will stress the germ 
destroying properties of the 
product. 

® With the freeing of butter 
and fats ice cream manufac- 
turers are investigating the 
possibilities of improving 
their products. Difficulties 
include the price factor and 
vast stocks of synthetic in- 
gredients already in hand. 

® Smaller agencies are becom- 
ing increasingly worried 
about the difficulty of getting 
prominent spaces in national 
newspapers. Approaches to 
publishers may be made 
soon to discuss a revision 


*MORE DETERMINED EF- 
FORTS BY AGENCIES TO 
GET ALL MEDIA OWNERS 
TO RAISE THE COMMIS- 
SION RATE TO 15 PER 
CENT MAY BE EXPECTED. 
FIGURES MAY SOON BE 
PRODUCED TO SHOW THIS 
IS THE MINIMUM FOR 
THE EFFICIENT RUNNING 
OF AN ADVERTISING 
AGENCY. 


of the present space alloca- 
tion systems. 

® Packaging firms are expect- 
ing an all-time record turn- 
over this year. New pro- 
ducts, and the return of 
many pre-war brands, are 
bringing an _ exceptionally 
heavy increase in demand 
for new packs. 


ROUND TABLE 


SUPREME IN THE 


WEST COUNTRY— 


Largest Daily Net Sale 


Head Office: Silver Street and Broadmead, Bristol 
Lendon Office: 85 Fleet Street, £.C.4. 
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ord Brabazon of Tara, G.B.E., M.C., P.C., 
was educated at Harrow and Trinity College, 
Cambridge. He sat for 22 years in the House of 
Commons before moving to ‘ another place’. 
Pioneer motorist and aviator, he has been both 
Minister of Transport and Minister of Aircraft 
Production. Three times a winner of the 
Curzon Cup, St. Moritz, he tobogganed over the 
formidable Cresta Run in his seventieth year ! 
Keen golfer and yachtsman. 


“My Daily Mail 1, Lorp prapazon 


WELL REMEMBER the first issue of the Daily Mail. My 
Father showed it to us with all the pride of someone en- 
tirely responsible for its production. It cost a halfpenny. The 
opinion of the family was that it would go far. We were right. 
My views are a little prejudiced by virtue of the fact that in 
1909 I won £1,000 from the Daily Mail for flying a circular 
mile on an all-English aeroplane. 

However, what do I think of it today ? Very highly. It 
has lost none of its pristine vigour. It still pioneers. Notice 
the leading article on the left column of the front page. How 
many other papers would like to copy that ? And what 
leading articles | Either you want to burn the paper, so that 


no one else should read it, or you are inclined to shout with 
joy ; all depending on your political feelings. Good stuff. 

Of special features, I look forward to Don Iddon. He is the 
only man in the world of whom the Columnists of America 
are afraid. He loves America, but won’t have us bullied. 
Parliament should vote him a million pounds as a gesture for 
what he has done towards Anglo-American relations. 

There is not too much telegraphese : the headlines, unlike 
some papers’, are understandable. Two adventure strips are 
enough, as they are both good. 

If I have any criticism of my favourite paper, it is that it 
is about time Kirby married Honey. Poor girl.” 
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Review of Advertising 


The stork arrives 


iv IS practically impossible 
for any but a handful of 
advertisers to take a detached 
view about the relative import- 
ance of their products in the 
nation’s life. 

Perhaps the most exalted idea 
of all was held by the importers 
of Dr. Williams’ Pink Pills in the 
‘nineties. They had a tremend- 
ous sense of mission, and could 
not at all comprehend the recur- 
rent attacks on secret remedies 
fostered by the British Medical 
Association or its forerunner of 
those days. The Association 
once wrote an innocent-lookin, 
letter to the company asking i 

might have details of Dr. 
Williams’ qualifications as his 
name seemed to be missing from 
the register. The importers 
loftily replied that Dr. Williams 
was far too busy “healing the 
sick” to indulge in pointless 
correspondence! ! 

One mustn’t be didactic about 
a matter of conjecture, but it 
seems to me that the makers of 
margarine may be considerably 


on time 


By COPYTASTER 


over-estimating the housewife’s 
excitement and elation at the 
prospect of choosing between 
fneit different brands. The little 
group or coven of housewives 
that I consult on such matters 
will certainly not be putting out 
flags or dancing in the streets on 
May 10, for they have already 
heard that butter prices are 
probably going up and they are 
convinced that the new mar- 
garine will either cost more than 
the old or go under the counter. 
They say they are quite con- 
tent with margarine as it is, 
and they wish that Free Enter- 
prise would keep out of their 
affairs, “Look what's hap- 
pened to tea, and coffee, and 
chocolates, and fish,” they say 
gloomily, “and now wmar- 
garine and butter will go the 
same way 
No pron this is very wrong 
headed of them, and I would d be 
the last to call them a balanced 
cross-section or representative 
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It seems to Copy- 
taster that the 
brand of margarine 
housewives will 
choose on “M”- 
Day may well be 
Stork—thanks to 
the weight and 
timing of the copy. 
This brand, he be- 
lieves, may have 
already won a 
major battle before 
the war has actu- 
ally begun. 


group of typical housewives, but 
they have at least made me 
wonder whether this Stork ad- 
vertisement is not barking up the 
wrong tree or nesting on the 
wrong chimney pot with its 
broad assumption that women 
have been “dreaming of Stork 
through the dreary years of sub- 
stitutes” and are now crossing off 
the days on the calendars like 
schoolgirls towards the end of 
term. 

My unhappy band of house- 
wives seem to believe that the 
resent “pool” margarine is 

ter than even the best pre- 
war brands, and two of them 
declare that their children like it 
much better than butter. 

In the circumstances, perha’ 
the Stork advertisement should 
have been far more explicit and 
persuasive about the advantages 
of Stork over “pool”—more 
“educational” if you like—in- 
stead of throwing almost all its 
weight into this attempt to whip 
up excitement over something 
that pretty well everybody ex- 
cept the advertisers probably 
finds rather dull if not 
expeeering. 

y housewives are particu- 
larly suspicious about the 
absence of any price from the 
advertisement. “It will be a 
new sensation all right, on May 
10,” says one of them. “A nasty 
sinking feeling when we find 
there’s fourpence or sixpence 
more to pay for a packet of 
marge.” 

If I disagree with the 
emphasis of Stork’s advertise- 
ment I have nothing but praise 
for its timing. Indeed, I be- 
lieve that there has never been 
a stronger case for launching 
a powerful preparatory ad- 
vertising campaign for a pro- 
duct, and I am astonished that 
with only a bare fortnight to 
go before the launching there 
has been such quietness in 
the newspapers. 


YES — THAT FIRST 
EXCITING TASTE OF 
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STORK MARGARINE 
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Apart from the powerful Stork 
campaign I have found nothing 
about margarine except an ex- 
tremely restrained quarter-page 
in a women’s magazine saying 
that “good cooks choose mar- 
garine, next best to butter”"—a 
defeatist sentiment indeed at 
such a time. 

The scarcity of advertisements 
seems so surprising because I 
believe that what happens in the 
shops during the first week of 
freedom will set the shape of 
things for many months to come. 
Housewives are not so fickle 
about basic foods as they are 


@ Continued on page 266 
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A sad and ill-conceived affair. 
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Reader’s Digest 


cuaranteed circulation— 


1,000,000 


FROM OCTOBER 1954 


with readership appeal reaches the million 
mark ! And when you buy space in The Reader’s 
Digest, you buy on a guaranteed circulation! 

With a guaranteed circulation advertisers know the 
maximum rate per thousand they will pay—and The 
Reader’s Digest has always given a substantial bonus 
circulation, which advertisers get free. The last guaran- 
tee was 850,000 for the year ending March 1954— and 
for the period January—March 1954 the net paid sale 
was over 950,000 copies a month, so advertisers are 
getting 100,000 circulation above the 850,000 for which 
they pay. 


B IG news for advertisers—a monthly magazine 


New advertising rates 


From October 1954, new rates will be in force, in line 
with the circulation increase—in fact, the cost per 
thousand for a black-and-white page comes down to 
12/6d. All advertisers whose orders we already hold will 
have the benefit of the old rates until the end of 1954. 


ADVERTISEMENT RATES—OCTOBER 1954 


£ £ 
Full Page Black & White 625 Spread Black & White 1,050 


,, 2-Colour 650 » 2-Colour 1,080 

» 4-Colour 750 » 4 Colour 1,250 

Half-page Black & White350 “ BUY-LINES” 175 
» »» 2-Colour 365 


A deep-penetration medium 


The striking thing about The Reader’s Digest is that 
it gives you the circulation figures of a mass medium, 


THE READER’S DIGEST 


THE ADVERTISEMENT DIRECTOR, 1 ALBEMARLE STREET, LONDON, W.1 
Telephone: GROsvenor 4738 


ADVERTISER'S WEEKLY 


+——+-+ 1,000,000 
OCTOBER 
HOW READER'S DIGEST 
CIRCULATION GUARANTEE 
HAS GONE UP AND UP AND UP 
OVER THE LAST 4 YEARS! 850,000 
700,000 ————+— 
500,000 — —T 
-@ 400,000 
1950 1951 1952 1953 1954 


and at the same time a special kind of close, attentive 
readership. 

The Reader’s Digest is designed to be read. Digest 
readers buy it because they like to read it; it is read in 
the home and passed round the whole family —just 
where and how advertisements, too, are most likely 
to be read and have their greatest effect. 
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ADVERTISER'S WEEKLY 


THE LONDON OFFICE OF 


Stowe « Bowden 


has moved 


to larger premises 


om PI@CADILLY 
eee ateemmnn: vaer-unagaenteiete 


i 


: Hl 
ttl & - Hie 


at 
169, Piccadilly, W.1. 


TELEPHONE 


HYDe Park 9681 


MANCHESTER: 3 Parsonage 
NEWCASTLE-UPON-TYNE: Claremont Road 


PARIS: 43 Avenue de Wagram, Paris, 17 E. 
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© REVIEW OF ADVERTISING -continued 


with purely personal matters like 
clothes and cosmetics and even 
washing powders. In their self- 
less way they care more about 
the family’s enjoyment of its 
food than about their own, and 
if the family seem to enjoy the 
brand they buy on M-Day they 
will not be in a hurry to try 
something else. It looks to me 
as if the brand they choose will 
be Stork, thanks to the weight 
and timing rather than the copy 
of its campaign, and we may 
well find in fact that this brand 
has already won a major battle 
before the war has actually 
begun. 

The butter exporting countries, 
too, might have been expected 
to launch a counter-attack, but 
I imagine that they would always 
be out-gunned by the margarine 
interests and would tend also to 
be out-manceuvred, since govern- 
ment depariments could seldom 
move quickly and _ flexibl 
enough for an all-out merchand- 
ising war. 

Certainly this first shot by the 
New Zealanders is a sad and ill- 
conceived affair, for in their 
efforts to provide a dark back- 
ground for the symbolic sun- 
shine in the package they have 
made the copy practically illeg- 
ible, though Scenes feel that 
the loss of this is altogether 
disaster : 

NEW ZEALAND BUTTER 
—deliciously smooth and 
creamy, brings to every meal 
all the natural goodness of 
fresh green dairy pastures. 

* a aK 


One shouldn't bite the hand 
that feeds one, and except for an 
occasional growl at their gram- 
mar I have always refrained 
from criticising the advertise- 
ments carried by ADVERTISER'S 
WEEKLY. But it occurs to me 
that a word of gratitude and 
praise is long overdue to those 
of our advertisers (we all notice 
them) who clearly give a great 
deal of constructive thought to 
making their trade-paper adver- 
tising suitable for consumption 
by all our readers. 

Space-buyers and statisticians 


Seen in LIFE Seen in 120 countries 


UF 


It may be irrelevant but it 
catches the eye. 


} 
| 


are by no means the only people 
who influence the choice of 
media, and a mere recital of cir- 
culation figures in jumbo type 
is not necessarily the best road 
to the goodwill of all those other 
men and women in advertising 
who can say the favourable word 
at the decisive moment. 

Even when the circulation is 
mammoth and sensational there 
is much to be said for an adver- 
tisement that either attracts the 
ordinary reader’s attention as an 
example of sheer craftsmanship 
in copy, design and typography, 
or conveys in some arresting 
and memorable manner the 
character of the “product.” 

Looking quickly for an 
example of what I mean in some 
recent back numbers I have 
picked out this Life full page. 
Both as an eye-catcher and as 
an example of craftsmanship the 
photograph of the monkey is 
excellent. It may be utterly 
irrelevant, but it reminds us that 
Life is a paper full of large and 
interesting photographs, and it 
may easily have led a good 
many people other than space- 
buyers to linger a little longer 
over the copy and assimilate the 
facts. Other newspapers, please 
copy! 
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@ A OF WKE REFRIGERATOR FOR Olay £06.9,0 


This new window display in central London draws the attention of 
passers-by to the new G.E.C. three cubic foot refrigerator. 
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The Bournemouth 
Conference 


meears 


Business... 


--.80 does 


The Birmingham Post 


38, NEW STREET, BIRMINGHAM 2 


London Office: 88, Fleet Street, E.CA 


Branches; Blackheath - Bromagrove * Coventry Dudley * Kidderminster - Leamington Spa 4 Redditch * Tamworth * Walsall and Wolverhampton 
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ADVERTISER'S WEEKLY 


AUDIENCE ‘RECALL’ IS ANALYSED 


May 6, 1954 


Filmlet survey measures impact of 
screen advertising in three cities 


By J. S. BEARD, Manager, Screen and Radio 
Department of London Press Exchange Ltd. 


"THERE EXISTS a fairly 
comprehensive amount of 
knowledge about the cinema- 
going public in Great Britain 
—its size, age, economic state 
and habits. Statistically, heads 
have been counted and the 
popularity of different sizes of 
cinemas measured. Conse- 
quently the advertiser or his 
agent can determine, with 
some assurance, the potential 
viewers for his advertising on 
the screen. 

There is, however, little to 
measure how many of the 
audience actually see the adver- 
tising, or which of the various 
films and filmlets am ll can 
remember. Are the members of 
the audience buying ice cream, 
going to the lavatory, changing 
seats or talking while the adver- 
tising is being shown? Or, if 
they are looking at the screen 
how much, and what, do they 
remember? 

To see if it was possible to 
arrive at an answer to these 

uestions, the Screen and Radio 

partment of London Press 
Exchange Ltd. commissioned a 
survey through Research Services 
Ltd. in 11 cinemas in London, 
Leeds and Manchester spread 
over October and November of 
last year, 


National advertisers lead 


Briefly the following pre- 
liminary conclusions appear to 
be warranted from the results: 

@24 hours after it had been 
shown, a national adver- 
tiser’s filmlet was recalled 
by an average of 76 per 
cent of the audience. 

@In contrast a filmlet for a 
local advertiser was re- 
called by an average of 40 

r cent of the audience. 

@Men and women recalled 
the advertising io an almost 
similar degree; so did people 
in the A.B.C. social grades 
compared with D.E. grade; 

did the under 35s com- 
red with the over 35s. 

@ People who go to the 


cinema less than twice a 
week were as likely to re- 
call the advertising as 
people who went twice a 
week or oftener. 

® Popularity of the pro- 
gramme with the audience 
had a direct effect on their 
ability to recall the adver- 
tising. 

@One other factor with a 
direct bearing on the recall 


| Cinemas surveyed 


LEEDS: Gaumont, 
Palace, Ritz, Queen's. 

MANCHESTER: Odeon; 
Regal, Fallowfield; Capitol, 
Didsbury; Apollo, Ardwick. 

LONDON: Odeon, Dal- 
ston; Savoy, Wandsworth; 
Savoy, Edgware. 
(Po eerereersesrseseceooeos 


was whether or not the 
viewer was a user of the 
product advertised. 

As an assurance of the validity 
of the results, informants were 
interviewed 24 hours after they 
had seen the programme in 
which the advertisements ap- 


peared, so that the time interval 
should be the same as that 
in surveys of the national press. 
Aided recall, also similar to that 
of the press surveys, was 
Secondly, all informants were 
given the opportunity to identify 
“trick” filmlets, which had not 
been shown in the cinema, as a 
measure of how genuine the 
response was to the actual as 
opposed to the “trick” filmlets. 


Both these safeguards were 
made possible by the co-opera- 
tion received from the screen 
contractors and by the technique 
developed by Research Services 
Limited. Slides were made up 
from frames of the pack-shot 
of every filmiet, local or 
national, to be exhibited during 
the week in which a particular 
cinema was to be surveyed. In 
all 11 sets of slides were, there- 
fore, made up for the 11 cinemas 
to give a total of 142 “genuine” 
filmlets. In addition, the investi- 
gator was provided with three 
“trick” slides for each cinema. 
These slides were made up from 
filmlets that had been on exhibi- 
tion but not in the particular 
cinema during the week of the 
test. 


@ Continued on page 270 


Memorability figures for some of the filmlets for 
national advertisers 


Number of 
cinemas 


Potential Actual recalls 
as per cent. 


of potential 


; 
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80 
71 
69 
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Hulton 


| The following is a compari- 
son of the total sample of 456 
with the composition of the 
average cinema audience as 
shown in the 1953 Hulton 
Survey: 


Average 
cinema 
audience 
Sarvey Hulton 
we 


53 
47 


100 


52 
48 
100 
= 
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100 ©6100 
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00 


55 
45 


uency of 
cinema-going 
Twice a week or 
more 
r Less often 


7 


54 
46 
100 


The main difference be- 
tween the sample and Hulton 
Survey lay in the proportion 
of ABC to DE social grades. ‘ 
This was because middle-, 
class le tended to be 
more reliable in returning 
for the interview. Weighting 
the results to allow for this 
was considered, but on exam- 
ination the two classes were 
bso close in their recall that 
weighti would not have 
p altered total figures by 
more than a small fraction of 
one per cent. ‘ 
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The above map shows the 70 towns and districts for which considerable marketing 
information will be available in the 2nd edition of 
* SCANNING THE PROVINCES ” 


to be issued shortly by 
NORTHCLIFFE NEWSPAPERS GROUP LIMITED 


R. H. PENNEY, Advertisement Director 
163, QUEEN VICTORIA STREET + LONDON «+ E.C.4 * TELEPHONE: CENTRAL 6000 
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ADVERTISER'S WEEKLY 


our mailing lists are complete... . 


UNIVERSAL DIRECT MAIL 
SERVICES LIMITED 


80/82, CROMER &T., GRAY’S INN RD., LONDON, W.C.1 


enquiries invited 


PHONE: TERMINUS 5281 
(Private Branch Exchange) 
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© FILM SURVEY —cont. 


At each cinema the investi- 
gator asked members of the 
audience leaving the auditorium 


| to return the following evening 


in order to answer a few ques- 
tions about the programme they 
had just seen. Free tickets to 
the following week’s programme 
were offered as a reward. In 
this manner 456 interviews were 
completed. 


When the informants returned, 
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cent—among non-users 62.5 B 
cent. With a product as widely 
advertised and known as Cadbury 
chocolates, it is only to be ex- 
pected that a filmlet bearing the 
Cadbury name will score higher 
than a filmlet for a product with 
a narrower market. 

The other “outside” factor 
which appeared to have an 
effect on the recall was the 
popularity of the programme. 
Those who liked the pro- 
grammes recalled over 10 per 
cent more advertising material 
as shown below: 


Opinion of Programme 


‘a aoe Mixed or a 


Per cent. who recall average filmlet 


73°5 62-7 


they were asked about the pro- 


| gramme and about their cinema- 


going habits. They were then 
shown by means of a small port- 
able slide projector, the genuine 
and “trick” pack-shot slides to- 
gether with pack-shot slides from 


| the advertising film where one 


was playing. 


The “average” filmlet was re- 
called by 69.5 per cent of the 
audience. This figure was 
obtained by taking the actual 
number of recalls, 3,607, and 
dividing by the total of possible 
recalls (if aes had remem- 

miet) which was 


With exhibitors nervous about 
the audience’s acceptance of ad- 
vertising in the programme, it 
is well worth remembering that 
the quality of the programme 
itself has a direct bearing on the 
reception of the advertising by 
the audience. 

The sex, age and social class 
of members of the audience had 
no very marked influence on the 
recall. Women recalled slightly 
more than men on the average 
(but even filmlets of special ap- 
peal to women were recalled by 
quite a high proportion of men), 
and there were still slighter 
differences between middle and 
working classes and younger 
and older age groups: 


Per cent. who re- 
call average 
filmlet oe 


called in 3,204 out of 4,180 
possible cases to give a 


in 403 out of 1,012 possible 
cases or 39.8 per cent. 

By contrast with these high 
figures of recall, the “trick” 
slides were recalled only 131 
times out of a possible total of 
1,308, giving an average of 9.6 
per cent. It therefore appeared 
that the results for the genuine 
filmlets were largely free from 
errors of memory. 

Naturally, all national filmlets 
were not recalled to an equal 
degree. Top of the list came 
the Cadbury’s Milk Tray Agsort- 
ment filmlet with a score of 86.3 
vd cent, followed by 

cDougall’s Flour 80.6 per 
cent and Hartley's Jams 80.4. 

A word of caution is necessary 
here. Because Cadbury's film- 
let came top and XX came 10 
places down in the list, it does 
not automatically indicate that 
the Cadbury filmlet had the 
greater attention or memory 
value. Use of the product, it 
was found, had a direct influence 
on the advertising remembered 
—among ¢—~ users the aver- 
age recall figure was 81.9 per 


The frequency of cinema-going 
had no noticeable effect on re- 
call, although those who went 
more often had a tendency to 
become slightly more con 
over the “trick” slides. In the 
next table “twice a week” is 
taken as the dividing line for 
frequency of cinema-going: 


Frequency of 
cinema-going 


Twice a 
% who recall week Less 
or more often 


pm og filmlets 69:1 69:2 
“Trick” filmiet 113 73 


Fast-growing medium 


In conclusion, the results offer 
some basis of measurement for 
the advertiser using the cinema 
and asking, not just “How big 
is the audience for my cinema 
advertising?” but rather “How 
many people will be looking at 
my filmlet?” They are by no 
means completely comprehen- 
sive, but ey point to one 
direction that further measure- 
ment of a relatively uncharted 
but fast-growing medium might 
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Ad Man’s Bookshelf 


How to make newspapers 


easy to read 


A yardstick for measuring the readability of journals is described 
in a new publication. 


ONSIDERING their effect 
on American magazine 
editing since 1946, Dr. Flesch's 
ideas* have taken a long time 
to get here. He approached 
the problem of making maga- 
zines easy to read from the 
research angle. By examining 
thousands of samples and the 
average reader's reaction to 
them, he was able to decide 
what makes easy and what 
makes difficult reading. As a 
result of his research he regards 
writing as just plain talk. 
ence his title. ; 

Dr. Flesch follows Robert 
Gunning by providing a yard- 
stick for measuring readability. 
He believes that readability is a 
combination of short sentences 
few affixes and a number of 
personal references. Here is his 
simplified formula: 


of affixes per 100 words, sub- 

tract the average number of 

personal references in 100 

words and divide by two. 

Then add the average number 

of words per sentence.” The 

Flesch scale reads thus: very 

easy up to 13; easy 13 to 20; 

fairly easy 20 to 29; anything 

above that up to “53 or more” 
is difficult. 

This formula is surely the 
least valuable of Dr. Flesch’s 
many aids to readability (1 beg 
his pardon, easy reading). Such 
formule are useful only so long 
as no one imagines that all he 
has to do is to comply with the 
formula. One can write pure 
jargon of obscure verbosity and 
still earn high marks from both 

and the Flesch 
formulz. 


For example, “May _ the 
Deity be the salvation of the 
Sovereign” complies with the 
more exacting Gunning formula, 
getting a “fog index” of only 
nine. Even “The Deity salva- 


the Gunning 


tionise the Sovereign” ~ a fog 
index of only 12—=+till below the 
“danger line.” Yet both are 
mere travesties of “God save the 
Queen.” 

In his one short chapter on 
advertising copy Dr esch is 
less happy. One wonders 
whether he has done any serious 
amount of research in this field. 
For the business writer, the 
pepeteer and the journalist, 
owever, his book is a most 
valuable new tool.—C.C. 


Facts about the 
clothing trade 


Hard's Year Book for the Clothing 
age published by the United Press 


+» 305. 

RODUCTIVITY and _ the 

means of increasing it is of 
the greatest national importance 
at the present time and this 
recently published year book 
adopts this as its main theme. 
A specially prepared section on 
the subject gives practical sugges- 
tions for clothing manufacturers 
on how to increase their produc- 
tion with virtually the same 
labour force. 

This is one of the six sections 
into which the book has been 
divided for easy reference. 
Every aspect of garment manu- 
facture is included in this com- 
pletely new edition. One feature 
recalls the past year’s develop- 
ments with cloth finishes, par- 
ticularly emphasising the progress 
made by the new synthetics. 
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A complete trade directory of 
statistics and up-to-date informa- 
tion on trade organisations, 
schools, research and testing, 
etc., has been fully revised, and 
so has the comprehensive 
buyer’s guide. 


Refractory 
making 


Uncommon Clay, published for the 
Morgan Crucible Co., Lid., by the Harley 
Publishing Co., Lid. 


Most key industries depend on 
refractories in one way or 
another, yet it is doubtful 
whether the practical benefits of 
the recent great advances in re- 
fractory manufacture are as fully 
recognised as they should be. 
But their importance both to 
industry and to the economy of 
the nation can hardly be 
exaggerated. 

This book—it is negely a 
picture book—shows something 
of the manufacture of these pro- 
ducts. As the foreword says, 
it has been issued “in the hope 
that it will bring home the en- 
tirely new conception of refrac- 
tory manufacture that exists 
to-day and because—let us admit 
it—we are proud of our latest 
factory, at Neston.” 

The photographs were by Neil 
Nimmo and the printing was 
handled by Charles Skinner & 
East. The man who was called 
upon to “see the book through” 
was E. P. Collins, advertising 
manager of the company. 


Zeal 
sets the seal 
on service 


Telephone: Temple Bar 6688 (10 LINES) 


LANCASTER PLACE 


GEORGE MURRAY (ADVERTISING) LIMITED 
BRETTENHAM HOUSE 


STRAND 


LONDON, W.C.2 
Telegrams: Advexero, Estrand, London 
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An Important Statement 
by the Chairman of 


Independent Newspapers Ltd. 
DUBLIN 


Alluding to the increasing volume of Advertising carried by the Group, the 


Chairman of Independent Newspapers Litd., Dublin, speaking at the Annual 
General Meeting said :— 


‘* Advertisers rightly prefer those papers which bring them the most profitable 


results, and by this test, I am glad to say, our newspapers emerge with 
outstanding distinction. 


* This claim applies alike to Advertisers who use regular and substantial space, 


and the vast body of readers all over Ireland who advertise in our ‘ Smalls’ 
columns. 


I have examined some figures from the volume of all classes of Advertising 
carried in our morning paper, the IRISH INDEPENDENT, during the year 
ended December 1953, and, in comparison with the other morning Irish 
newspapers, I am happy to tell you that alike in each class of Advertising as 
well as in the grand total of columns carried, the IRISH INDEPENDENT 


was supreme.” 


ADVERTISING AGENTS AND NATIONAL 
AND LOCAL ADVERTISERS CLEARLY 
RANK THE “IRISH INDEPENDENT” 
AS IRELAND’S MASTER’ SALESMAN 


IRISH INDEPENDENT «+ EVENING HERALD 
SUNDAY INDEPENDENT 


London Office: 118 Fleet Street, London, E.C.4. ’"Phone CENtral 2842 
L. C. BLENNERHASSETT, London Manager . E. C. MAGUIRE, Advertisement Manager 
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One of her non-fashion paint- 
ings. At one time Tess Cruik- 
shanks managed an art dealers’ 
gallery. Most of her holidays 
are spent on the Continent 
studying art and architecture. 


ESPITE THE number of 


274 


Commercial Artists’ Portfolic 


be with us for a long time to 
come. 

Trained at the Regent Street 
Polytechnic and in Chelsea, Tess 
Cruikshanks began her commer- 
cial art career as a free-lance 
y cee ng in design and interior 

corating. Finally, she decided 
to devote herself to fashion 


Tess 


Cruikshanks 


drawing and took a course at 
St. Martin's School. 

Versatility is one of the 
characteristics of this artist. She 
has successfully worked in adver- 
tising directed to women by 
drawing beauty products, corsets, 
fashions and furs. She has also 
prepared features on hairdressing 


Although Tess 


One of the fashion studies re- 
cently produced by Tess Cruik- 
shanks who works in association 
with Helen Jardine Artists Ltd. 
She is a regular contributor to 
the advertising and _ editorial 
columns of leading periodicals 
of both fashion and topical 
interest, and of trade publica- 
tions. 


fashion drawings that 
come before the public's atten- 
tion week after week the 
names of the artists respon- 
sible are, with few exceptions, 
not widely known. And al- 
though great advances have 
been made in fashion photo- 
graphy there is scant likelihood 
that the fashion artist will not 


Cruikshanks and interior design—and a set of 
specialises in her drawings to illustrate careers 
fashion art (three recently appeared in a_ well- 
of her drawings to known woman’s magazine. She 
display a coat are is a regular contributor to the 
here shown) she advertising and editorial columns 
has also prepared of leading periodicals of general 
features on hair- ‘opical interest and of trade 
dressing and in- publications. As a fashion artist 

terior design. she now works in association 
with Helen Jardine Artists Ltd. 


TIME & TIDE 


Blue Jackets Ahoy... 


TIME & TIDE appears in a new, sky blue cover from this week and with a few 
changes in format, special new features on industrial affairs and increased coverage 
of city and financial news once again gives the lead among the weekly journals of 
opinion. 


Objective and forthright in its comment on current events TIME & TIDE has always 
believed in blending the serious with the light-hearted to provide the right balance 
for week-end reading. 


That's probably why more and more tycoons of industry and commerce are becoming 
regular subscribers to TIME & TIDE and more and more men in the £1,000-a-year 
and upwards groups are turning to TIME & TIDE for a lead in forming their opinions. 


Sales have been rising steadily over the past 14 months so we're hoisting the Blue 
Peter —and 


..- Anchors Aweigh 


NINEPENCE ON FRIDAYS 
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In the SOUTH EAST LANCASHIRE conurbation (the COMPLETE 
Greater Manchester Area as defined by the Registrar General) the 


MANCHESTER 
EVENING NEWS 


SELLS MORE COPIES 
CARRIES MORE ADVERTISING 
than any other daily paper! 
EVENING OR MORNING 
NATIONAL OR PROVINCIAL 


(A claim derived from Hulton Survey 1953 


Kemsley Survey 1954 
Greater Manchester Survey 1949) 


And as the latest of those surveys proves again, the Manchester Evening News is read 
by more men, more women, in EVERY income group than is any other Evening 
paper in the area. Over the past five years the circulation of the Manchester 
Evening News has INCREASED MORE than that of any other evening paper in 


the area, and continues to increase. 


The Manchester Evening News offers 


MORE THAN ONE THIRD AS 
MANY READERS AGAIN 


as any other evening paper in this area 
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NEW RECORD 


HIGHEST 
NET SALE 
IN ITS 
HISTORY 


SUNDAY TIMES 
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SUNDAY TIMES 


Average net sale 
for April 


copies per issue 


Average net sale for first three months of 1954 


905,511 


The above net sale figures are certified by Messrs. Price, Waterhouse 
& Co., Chartered Accountants, in accordance with the formula 
prepared by a Committee of the Newspaper Proprietors’ Association 
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The first selection 


Drene girl 


a 
6 . 
real ‘stopper 
ROM a short list of the 
more striking current com- 
mercial photographs the selec- 
tion panel found this month, 


purely by chance, that their 
final choice lay between two 
full-colour photographs. 

This raised discussion concern- 
ing the degree to which the panel 


Photograph of the month 


EGINNING this month and in the first issue of each subsequent 
month, ApverTiser’s Weekty will select and publish an out- 
photograph. 
appeared in a newspaper or magazine; a trade journal or a catalogue; 
anywhere, 
eligibility for consideration for this feature will be simply this... . 
is it selling something—an idea or a product? 
The selection oq comprises a nominee of the Institute of British 
¢ Editor of ADverTiser’s Weexty and John Heron. 
While the editorial staff of ADverTiser’'s Weexty and members of 
the selection panel will constantly be on the look-out for outstanding 
examples of current photography in advertising, the Editor will be 
pleased to receive examples of outstanding photography from photo- 
graphers direct, from advertisers, advertising agents and other readers 


standing commercial 


a showcard or a sales letter 


Photographers, t 


Advertising 


The photograph may have 


in fact. The test of its 


‘Yaw ime 
Haw Golden Drene, 


cod ene ) aur hate 6 i 


The chosen photograph is seen 
here within the context of the 
actual advertisement. Colour 
was essential to the complete 
success Of the illustration. 


had been influenced purely by 
colour itself, Further consider- 
ation revealed that in the first 
case-—one of a series of excellent 
outdoor shots for Surf—the pic- 
ture was equally successfully used 
as a black and white illustration, 
while the panel's choice, Thomas 
Hedley’s superb full page Drene 
advertisement now Colne wned 

in leading women's ~ BR, 
was an example where colour is 
essential to the success of the 
illustration and to the advertise- 
ment. 

The panel, therefore, were in- 
deed influenced by the impact of 
full colour in this picture; but 
that is precisely what the Drene 
advertising agents, Erwin Wasey, 
planned. Seen in its proper con- 
text (see small reproduction) this 
photograph, by Roger Wood, is 
a real “stopper.” 


The most significant tribute to 
its success at the panel's con- 
ference was the remark “No 
woman could possibly avoid 
envying that magnificent hair.” 
This is the supreme test . . . that 
the photograph is so well con- 
ceived and presented that even 
if the emotion aroused is mere 
green-eyed jealousy, no woman 
couid miss or ignore it, 

It is a glamorous picture 
pleasantly free from fuss and 
whimsy. There have been hair 
pictures with out-of-focus effects 
(presumably intended to convey 
the ethereal) or with astral stars 
glittering dewy-eyed in the back- 
ground. Not for Erwin Wasey 
and Drene, however! 

Their attitude appears to have 

n: 

“We're selling real stuff in a 

bottle—and it is going to do a 
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Big pictures 
work hard 


Says John Heron 


T= HAS been something 
of a vintage month for 
photography in advertising. 
Several of the biggest cam- 
paigns breaking during April 
have featured and are featur- 
ing large scale photographs. 

With the increasing use of lar- 
ger spaces, there is a welcome 
return to greater picture areas in 
contemporary advertisements; and 
advertisers are learning afresh 
what we on the “art side” have 
always professed—that one good 
picture can do the work of 1,000 
words. And often outdo... . 

The ApverTiser’s WEEKLY 
“commercial photograph of the 
month” (seen alongside) is, of 
course, a case in point. Thomas 
Hedley have, with their agents, 
Erwin Wasey, pinned their not 
inconsiderable advertising faith to 
a good big picture which shows 
more clearly than could any word 
description the desired “end 
product” . a glorious head of 
hair in full colour. 

Gratifyingly, there are many 
others .. . the big new milk cam- 
paign (“You'll feel a lot better 
if you drink more milk’), for 
example. There is a half-page 
in the Radio Times with two 
engaging studies of Norman Wis- 
dom before and after his milk; 


@ Continued on page 280 


real job of work for the buyer 
. make hair more attractive. 

Let's stick to reality.” 

Within this compass, however, 
Roger Wood's photograph man- 
ages to retain a natural genuine 
lamour that is a delicate com- 

ination of the attractiveness ot 
the model, ideal placing and 
lighting of her lovely hair and a 
great deal of skill in colour ren- 
dering. Imagination has also 
been shown by the agency in con- 
triving that the sharper colour 
accents of the Drene bottle and 
carton shall be immediately 
along-side the softer, more pastel- 
like colours of the Roger Wood 
photograph, hence giving added 
bite to both illustrations. 

Readers of ADVERTISER'S 
Weekty who have not seen the 
full colour reproduction of the 
advertisement can, unfortunately, 
gain no adequate impression of 
the beauty of the colour from 
the mono-tone reproduction here- 
with but when they do, they will 
surely agree with the panel that 
here is a most outstanding photo- 
graph that really SELLS a 
product. 
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HELEN JARDINE 
ARTISTS LTD 


Minerva House, 35 Wellington St., W.C.2 Temple Bar 6720 


Better than ever—the 


AEROGRAPH 
A-54! 


UNIQUE 1954 DESIGN 
GIVES ALL THE FEATURES 
YOU HAVE ASKED FOR 


hail them enthusiastically as giving heavier 
colour density on first application, more 
sensitive control, better balance and greater 
all-round ease of operation —olus all the 
well-known Aerograph advantages. Write for 
details to the address below (Dept. 5 AB). 


AEROGRAPH 


AIR BRUSHES 


THE E-54 AIR BRUSH 


is similar in all respects to the 
A-S4 except that it is equipped 
with a large colour cup. 
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Those who buy print know that for PHOTO- 
LITHO the conventional way to obtain the dot 
formation of half-tone subjects is by glass screens. 
This has its limitations; only after many hours 
of handwork on the negatives is it possible to 
approach perfection. With the introduction of 
magenta CONTACT SCREENS we break up 
the image into its component dots by contact 
printing a positive from a continuous-tone 
negative with the screen interposed. 


The new screen consists of vignetted dots on a 
film base and as this base is magenta coloured 
we are able to control the amount of contrast in 


our reproduction with the aid of colour filters. 


Advantages 


! 
aise ° Greatly improved tone reproduction 


Practising commercial artists who have tested — 
these improved Aerograph Air Brush models | 


THE INSTRUMENTS FOR FINER EFFECTS © 


The Aerograph Co. Ltd., Lower Sydenham, London, S.E.26 
Tel: SY Denham 6060 (8 lines) 


City Offices and Showrooms: 47 Holborn Viaduct, London, E.C.1. 


Tae 


we: R&R ROVER, & 
HEAD OFFICE: LUDGATE SQ* LONDON: E-C:4 


—_—— Real sharpness of detail 
* Minimum of negative retouching. 


Advantage to all print buyers — 
MUCH BETTER PRINT 


PH OT O-LITHO PRINTE ae 
ALWAYS IN THE LEAD 


SON LIMITED 


Telephone: CITY 6480 
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© PHOTOGRAPHY IN ADVERTISING -continued 


=. 


Youll feel a lot 
better if you 


% 


5 > 


ee Pe 4) 
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Several of the biggest advertising campaigns now running are 

featuring large-scale photographs. The model for the “drink more 

milk” drive has even been presented almost life size in one Sunday 
national, 


a glass of milk. It is rare to find 
more than a quarter of a page 
of a national newspaper devoted 
to a single advertising photo- 
graph 


good straightforward shots that 
do a powerful job in putting 
across effectively a simple mes- 
sage. And what a thrill for 
advertising’s elfin pixie Zée New- 
ton (the D. H. Evans poster gal) 
to find herself almost life size 
in a half-page “drink more milk” 
advertisement in one of the 
national Sundays—an advertise- 
ment which relied for its punch 
almost entirely on a good, zestful 
shot of the lady peeping round 


the effective trick was 
repeated (same day, different 
national) by National Benzole in 
one of the powerful new “Our 
‘National’ Heritage” series, when 
the Sunday Express carried a 
half- “page almost two-thirds of 
whic 


OF ENFIELD 


was devoted to a sweeping 


280 


beach-scape. This indeed was a 
daring experiment, because the 
landscape chosen contained no 
single powerful or dominating 
subject: it was almost entirely 
middle-distance, with lightish 
tones. But thanks to some good 
printing on the part of the Sun- 
day Express, all the detail was 
retained in even the delicate 
shadows, and the lightly clouded 
sky ...a gamble which came off. 

But how easily it could have 
missed ! 

Incidentally, this fine series of 
outstanding landscapes in 11-inch 
triples, quarter- and half-pages 
would surely lose nothing by 
identifying the place shown 
(which could lead to more 
National Benzole being sold to 
people determined to look-see for 
themselves). And is there any 
reason why the poor photo- 
graphers should not be credited? 
Why are British agents so back- 
ward in crediting the photo- 
grapher? 

a aK * 


AS nay looking over 
somebody's s' houlder? 

Same time as the big new milk 
campaign broke, along came 
Royds with a whole page in the 
Sunday Graphic for Lucozade; 
and there, too, a good half of the 
imposing space was devoted to a 
little lady with a glass of—no, 
not milk—Lucozade. 

I have two very minor quarrels 
with Royds over this; one is that 
it seems rather inappropriate that 
the gay outdoor sprite should be 


“aa 


May 6, 1954 
clutching a very indoors-looking 
wine glass. The other (which 
has, admittedly, nothing to do 
with the photograph) is that I 
simply cannot stretch my credu- 
lity to believe that this sweet 
shrimp is really named Agatha. 
A point of interest in compar- 
ing the milk and Lucozade adver- 
tisements: both have a much 
smaller secondary _ illustration 
bottom right. The milk secon- 
dary rewards the patient copy 
reader with a Newton wink and 
a cheerful glow at the tail-end of 


ee owdthy AGeOtt | one 


As in the case of the milk adver- 

tisement this Lucozade display 

features a secondary illustration 
at bottom right. 


The photo shows onlookers 
watching a Rolls Razor ‘ Flying 
Saucer’ display in Regent Street. 


oe 
- When ‘Flying Saucers’ appeared in Regent Street last 


Christmas they caused as much surprise and interest as their 


airborne namesakes. 


These ingenious moving displays consist of two rings which revolve 


in the air without any apparent means of support! You have only 


to place your product or display in the centre of the rings and— 


hey presto! it is the focal point of everybody’s attention. 


It is simple, clever and inexpensive. Why not ask us about it—today ? 


ACME SHOWCARD & SIGN CO. LTD. 


Showrooms: 9 South Molton Street - 
Head Office & Works: Paragon Works .- 
Showrooms also at Crown Buildings - 


London WI 
Enfield - 
James Watt Street - 


Telephone : GROsvenor 7458 
Middlesex - Tel: HOWard 1651 
Birmingham 4 - Tel: Central 2325 
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© PHOTOGRAPHY IN ADVERTISING —continued 


The multi - lens 
camera, synchro- 
nised for flash, is 
used in the produc- 


tion of K. B. 

Lentic Ltd. 3- 

dimensional photo- 
graphs. 


the advertisement. The Lucozade 
secondary serves to illustrate an 
entirely different aspect of the 
drink—its medicinal properties. 
But I wonder if one can tell two 
stories at once like this, with 
entirely different characters and 
thoughts? 


aK * * 
THER campaigns in which 
outstanding photographs 


occupy a goodly area of the total 
advertisement space, but which I 
can do no more this month than 
recommend for your further 
attention include Burton tailoring, 
for its naturalness; the latest 
Munchmallow series, for good 
character work; Brand’s pastes, 
for top-line still-life, beautifully 
“seen”; and those from Accles 
and Pollock of Oldbury, whose 
wrong-name advertisements al- 
ways amuse me a lot. 

But why, oh why, when they 
have found a photographer and 
models with a real sense of 
humour do they mutilate excel- 
lent character studies by doing a 
jig-saw effect? 1 know all about 
the gag “the postman gets cut 
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In John Heron's opinion this 
humorous study is spoiled by 
criss-crossing the main illustra- 
tion. Nothing would be lost, he 
believes, if this was absent. 


up,” but there are already laughs 
lore in the advertisement—and 
the photograph, straight— 
without the irritating chopping 
up of good illustrations. 


Industry in 
pictures 


i here story of industry is a 
story of people, not merely 
one of plant and machinery, 
remarks Thomas H. Summer- 
son, chairman of the British 
Steel Founders’ Association, 
during the course of his intro- 


duction to this volume of 
photographs.* 
The story, goes on Mr. 


Summerson, “tells of skill and 
achievement; it tells of that dig- 
nity which only accepted respon- 
sibility can engrave upon the 
face of Man. These are the 
themes which this collection of 
photographs illustrates.” 

Set in Monotype Bembo, this 
book has been superbly printed 
and bound by Keliher, Hudson 
and Kearns Ltd., with blocks 
made by the Southern Photo. 
Engraving Co. Lid. 

The studies of men and their 


and 


= Men and Machines, photographed 
published by Waker Nurnberg, 25s. 


This picture, taken from “Men 


Machines,” was used by 


Mullard Ltd. in their recent cam- 
paign “Progress in electronics.” | 


machines are drawn from a wide 
variety of industries and the 


companies concerned along with 
their 
cited. 

The industries covered include: 
wool, steel, leather and tailoring. 


advertising agencies are 


b* DISPLAY «x 


; ASSOCIATED ARTCRAFTS LTD. 


> 20 NORTH 8O., TORK WAY, LONDON, 5.7 


ADVERTISER'S WEEKLY 


Would you play golf 


in a dinner jacket ? 
Or dine in the West End 


in a sports coat ? 
Of course you wouldn’t! You would dress to 


suit the occasion. 


In the same way you would dress 


your printed matter in the 


appropriate type face for the job. 


In the wide range of ‘MONOTYPE’ 


faces you can find designs which 


are as suitable to the occasion 


as to the paper and the process. 


wore rave wax MONOTYPE 


THE MONOTYPE CORPORATION LTD 
55-56 Lincolns Inn Fields, London, W.C.2. Head Office and Works: Salfords, Surrey 


GIANT FASHION BOARDS 


We surface boards with high quality papers up to 8ft. x 4ft. 


DAILY DELIVERIES TO COMMERCIAL STUDIOS IN LONDON 


COLYER & SOUTHEY LTD 


17-18 TOOKS COURT, CURSITOR STREET, E.C.4 
HOLBORN 6245-6-7 


Giants? 


» » » you will tke our illustrated 
SILK SCREEN folder “about giant ” photographic 
enlargements. Ask for your copy 


Autotype, Brownlow fid., W.13. Ealing 2691 


‘AUTOTYPE- # (4 cour 


* NORTH 3327-8 oa 
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MERCURY 
DISPLAYS 


LIMITED 


171, NEW BOND STREET, WI. 
Tele: GROSVENOR 671i 


EXHIBITIONS 
DISPLAYS 


SILK SCREEN 
PRINTING 


AND 


‘PERSPEX 
FABRICATION 


R. P. GOSSOP LTD. 


@ Artists’ Agents @ 
36 CARTER LANE, E.C.4 
CENTRAL 6950 
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8770, 0073 


G. F. TOMKIN LTD 


FOR THE PRINTING OF 
MONTHLY PUBLICATIONS 


GROVE GREEN RD., LONDON, E.11 
DAY AND NIGHT PRINTERS 
TELEPHONES ; LEYTONSTONE 1164/5 


SHOWCARDS, POSTERS, 
BUS BACKS, CUT-OUTS, 
SCREEN PRINTED TO ORDER 
MODERN PUBLICITY SERVICE 


28 PRIESTS BRIDGE, 
UPPER RICHMOND ROAD, 5.W.14 


PROspect 8097. DAYGLO PRINTERS 


AUTOTYPE 


WATER SOLUBLE 
SCREEN FILLER 


You will find this new type screen 
filler truly universal, for it resists 
all screen paints and adheres per- 

. fectly to all types 
of screens and 
stencils, Write for 


NEW free leaflet. 
and SONY Cl 
COMPANY LTD. 


Brownlow Road, 
W. Ealing, London, 
W.13. EALing 2691 


BETIER 


ieee =AUTOTYPE 
CLD Reoeee The Photo Stencil 
Unions Winedem Specialists” 


GORDONS 


MANCHESTER 
FOR 


SCREEN PRINTED 


POSTERS 


BANNERS, SHOWCARDS 


GORDON’S PUBLICITY LIMITED 
74, GREAT BRIDGEWATER STREET, 
MANCHESTER, | 


wOWCARDs 


gt CARDS: rsd 


SILK SCREEN ARTS C= 


©? SHIRLEY ROAD. CROTOOSR 
aeerscemee Brer-@ 


M'GMEST GRADE 
CLEAN, SHAPE 
PAFTISMANI> 


Members of the Regent Advertising Club at Display Craft Ltd. 


tatoos club members 


The Torill of the Century | 


FURST TIME 1N GREAT BRITAIN 


aa SS ee 


visit works 


URING his recent lecture 

to the Regent Advertising 
Club on the theory and prac- 
tice of silk screen colour 
printing, H. Ashford Down 
extended an invitation to the 
members to visit the works of 
his firm, Display Craft Ltd., 
to study at first hand the set- 
up of a modern screen printing 
organisation. 

An enthusiastic party of adver- 
tising students took advantage of 
this offer and visited the factories 
at the conclusion of the Easter 
holiday, when every opportunity 
was given them to study each 
phase of screen process produc- 
tion. This included the making 
of photographic and hand-cut 
stencils, mechanised and hand 
printing, drying and the cuttin 
and creasing of three-dimensiona 
cardboard displays. 

Great interest was shown in 
all these activities and the firm’s 
technical managers had a busy 
time arranging demonstrations 
and answering questions for 
nearly two hours. 


Above: The stock car racing 
poster has a notable gradation 
of colour. Design was by the 
publicity department of Grey- 
hound Racing Association Ltd. 
Below: Two of the current series 
of Air France posters. 
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© marketing 


press 


a gency 


Crawfords 
the complete financial 
advertising 


display 
packaging 
designing 


W. S. Crawford Ltd 


Cr awfords 233 High Holborn, London WC1 
Telephone: Holborn 4381 
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THE VOICE OF APPROVAL! 


A all that is happening. 


Most Newsagent s 
prefer the - 


National Newsagent” 
t keeps us informed on 


PEAKERS at 
successive 
Newsagents’ 


Write or phone for 
Advertisement Rate Folder 


and Specimen Copy 


Conferences 
acclaimed the 
independent 
journal as the 


The only journal with a 
S-figure fully-paid ABC 


CONFERENCE 


most popular in 
the trade. This 
is the 


NATIONAL NEWSAGENT 


BOOKSELLER STATIONER 


149 FLEET STREET 
Tel.: CITY 2604 (5 Lines) 


* LONDON - E.C4 


ADVERTISING ASSOCIATION 


BOURNEMOUTH 


Mr ECHO 


welcomes delegates 


to 


Mr. Echo is the 
friendly mascot of 


SOUTHERN NEWSPAPERS tr. 
publishers of the 


BOURNEMOUTH 
DAILY ECHO 


RICHMOND HILL 
and of its sister journals—the 


SOUTHERN DAILY ECHO 


SOUTHAMPTON 


and the 
DORSET DAILY ECHO 
WEYMOUTH 


LONDON : 69 FLEET STREET. CENtral 4352 


Telephone 3000 
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Typography in Advertising 


Modern types can 
do it better 


CCORDING to the adver- 

tisers, in the spring a 
young man’s fancy turns to 
trousers. There has been a 
positive rush of advertisements 
lately telling the male sex all 
about the latest slacks, all 
fitted with an incredible num- 
ber of devices which we have 
been doing without since the 
beginning. 

However, they were all of 
great interest and I viewed them 
with consumer as well as. typo- 
grapher-interest. One of the 
most striking and well done, in 
my opinion, was that for Strads. 

Although I hate the Grotesque 
type in which it is set (it could 
easily have been set in a more 
civilised sans type) the idea was 
very good. “For Leisure... 
For Pleasure” stood out very 
well but was not too much and 
so the forcefully-drawn name hit 
the eye. The eye then followed 
the streamlined pair of slacks 
and went up again to take in 
all the individual points. Each 
point had a bold headline and 
the copy surely appealed to the 
average male. 

But there is one severe 
criticism—the line giving the 
information as to where these 


caer Cae Co eh reeasune 
Steads 


This advertisement has been well 
done in Roger Darcy's opinicn. 
The copy surely appealed to the 
average male. 


By ROGER DARCY 


superlative nether garments 

could be obtained was far too 

small. 

In fact, in some newspapers, 
owing to the stereotyping pro- 
cess it did not come out very 
well, and if reliance had been 
placed upon one particular paper 
one would never have known 
where to go for them. That is 
hardly the fault of the news- 

per. Printing on newsprint 
rom stereos is not like printing 
a first edition on hand-made 
paper and advertisement de- 
signers should keep this firmly 
in mind. Very small type may 
not come out very well, and if 
it contains vital information it 
may be just too bad for the 


advertiser. 


Take, on the contrary, the 
Swan & Edgar trouser advertise- 
ment. Although I do not think 
it is half as pulling from the 
technical trouser point of view, 
at least there is not the slightest 


doubt as to the place where the 


slacks can be bought. 
is in bold hand lettered script 
“Swan & Edgar.” But these 
people, too, love the old Grot 
type. Why? 

Don’t tell me that no more 
beautiful and equally bold sans 

@ Continued on page 286 
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AOBEK 


agency: ROBERT SHARP AND PARTNERS 


speciality . ID EA “ We have ideas in the same way as some Advertising Agencies 


have red plush carpets. 

To our way of thinking, new ideas sell better than old dogmas. 
This may be the happy optimism of a young Agency. It is also 
the experience of our clients. 

We execute our ideas briskly, and well, We work on behalf 
of such successful advertisers as the brewers of Ben Truman Pale 
Ale, the manufacturers of ‘Viyella’ and ‘Clydella’... Can you 
blame us for reciting names like these ? 

Finally, we are an advertising Agency, We do not exist in 
order to teach clients their own business. But if you think that 
fresh ideas might be useful to you, please get in touch with our 
Senior Partner. Robert Sharp and Partners, 3 Wyndham Place, 
Bryanston Square, London, W.1. Telephone : AMBassador 1471-2-3-4. 
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Hel see you now! 


The man in the “front office’, 
who makes the buying deci- 
sions for the 34 million con- 
sumers in the U.S. Armed 
Forces, is the man you must 
sell first in order to do busi- 
ness in this 8 billion dollar 
market. Now he will see your 
product or service when you 
advertise in THE MILITARY 
MARKET. 


THE MILITARY MARKET, 
the monthly trade paper that 
reaches Armed Forces purch- 
asing personnel everywhere 
guarantees a monthly circu- 
lation of 15,000—more than 
any other publication in its 
field. 


Edited by an experienced 
military trade paper staff, 
THE MILITARY MARKET 
offers news and editorials of 
immediate interest to men in 
military merchandising. 
You're sure of thorough 
readership. 


~ Let us show you how to do 
business with these Armed 
Forces purchasing officers. 
Get “How to Sell” informa- 
tion and advertising rates 
from our nearest office. 


ARMY TIMES PUBLISHING CO. 
LONDON OFFICE; 
102, Park Street, W.1 
Tet: GROsvenor 3651-9 


Publishers of 


ARMY TIMES, AIR FORCE TIMES, NAVY TIMES, 
AMR FORCE DAILY —the American Daily in Europe 


New York = Chicago + Sen Frantace 


Boston: Los Angeles 
rankfurt 


Lendon + fF + Rome - 


Casablence 
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THE MILITARY MARKET 


e Montniy Magazine for Miitary Buyers Everywhere 


Each Saturday a special 
Kuwait edition of 


“AL YOM” 
is shipped by air from 
Beirut to Kuwait. 
A good sale is reported 
and rates are modest. 


Advertisers interested in 
Kuwait are invited to 
ask for information. 


Overseas Publicity & 
Service Agency, Ltd. 


29, Oxford Street, W.1 
GERrard 0737 


ae 


_ ‘Miller-Kent’ 
__ INTERNALLY 
| 


LIGHTED FLOWERS 


Beautiful and in perfect taste. 
| Groups in Vases, Flower Pic- 
| tures, Sales Display Units. 
Absolutely practical, fully 
guaran 

See examples at Showrooms 

53 Wilton Place, Knightsbridge, S.W.! 
SLO 7865 
| Patentee Producer: A. |. MILLER, Hartlip, Kent 
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© TYPOGRAPHY IN ADVERTISING -continued 


++ fashionable as to-morrow: 


ie 


This 
sparkles. 


advertisement really 
But why the dog? 


type exists. See the prices on 
both these trouser advertisements 
—poorly designed figures. And 
then have a fook at the figures 
in Gill an, Granby, Metro, or 
Tempo and see whether you 
agree that they are much more 
attractive. 

In any case, the last line of 
the Swan & Edgar item is 
indeed in Gill. Neat little trick: 
the smiling sun takes the on 
down through the knee of 
slacks to a little line drawing 
of a bird in flight and then back 
to the main copy. Moral: no 
horrid old-fashioned name 
plates, but let us have the name 
of the firm prominently dis- 
played. a 


ci 

Now to praise two advertise- 
ments—not for the use but for 
the lack of type! In a word, 
I wish to show two specimens 
which make good use of white 
space. Quite fortuitously they 
are both for shoes—one male, 
one female. 

Taking the ladies’ first, don’t 
you think the advertisement for 
the Holmes Spanish toe is really 
sparkling and attractive? That 
clever, zippy — drawing goes 
well with unorthodox 
lettering. 

Criticism: I suppose they 
had to have that peculiar name 
plate and the equally peculiar, 
and irrelevant, dog? They 
could have saved money by 
cutting them out and simply 
having the name of the firm 
running along the foot. It 


The border round 


eed Oe Und mee wad bees 
rere ll Pree OS 


This well s advertisement 
is calculated to stand out very 
well on a crowded page. 


would have been an almost 
ect piece of work then. 
ow take the Church’s ad- 
vertisement. Again, there is 
plenty of white space around the 
illustration which makes the 
matter stand out on a page where 
other announcements are full of 
type, silly little drawings, trade- 
marks and what have you. 
Two criticisms: firstly, the 
drawing makes the shoe look 


Really, it spoils the whole 
thing. A Roman face was all 
that was necessary to differen- 
tiate from the “famous Eng- 


lish shoes” in Ultra Bodoni 
italic. The sloping name seems 
2. Sp wee Sees 

* 4 


A hiiiencbie was originally a 
panel bearing the title and de- 
tails about a map, surrounded 
by an ornamental frame, and 
was invented by the Italian 
cartographers in the 16th cen- 
tury. But the word now has 
an extended meaning. It can 
mean any scroll-like design and 
it is becoming the fashion again 
to use them on notepaper head- 
ings. They also occasionally 
- up in advertisements. 

uite charmingly drawn 
asia e is used by the C.W\S. 
Bank, as you will see, and the 
lettering inside the panel matches 
very well with the Goudy. 

The only jarring note is the 
border used around the coupon. 


the coupon is too 
contemporary in 
comparison with 
the cartouche, 
which has an 
earlier connota- 
tion. Surely one 
of the very charm- 


mmon Sense — 


sound common wnee t have s C WS bank 
count, and to have al! your payments end 
depowes neath heed ons Bank Scarrmen: 
_ @ta very ressonable cow All other normal 
bantang services are wvailebic too. 


May woe send yume particule ? 


ing borders put 
out by various 
typefounders could 
have been used, 
to keep up the 
illusion? 


C.W.S BANK [320388 


Pree moms cme deemed fer oh rem tne ae 
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The BRO 0 K PROJECTOR 


causes a stir 


ADVERTISER'S WEEKLY 


A Brook Projector at the Radio Exhibition 


A brilliant, steady picture— even 40 minutes of film with either 
in daylight — with high quality automatic repeating or push- 
sound reproduction ho/dattention. button control. It takes up a floor 


The Brook Projector shows up to _ space of only | square yard. 


Write or phone for details of hiring or purchasing the Brook Projector to; 


SOUND-SERVICES LIMITED 


(AN ASSOCIATE OF THE FILM PRODUCERS GUILD LTD.) 


269 KINGSTON ROAD © MERTON PARK © LONDON © 5.W.19 © TELEPHONE: LIBERTY 4291 


FREE APPROVAL is the best test of value 


Advertising Convention 
PRINTING DESIGN 
AND LAYOUT May Gth, 7th, 8th 1954 


VINCENT STEER’S monumental book BRANKSOME TOWER 


-— tells you all you want to know about layout, typography, 


process work, paper, colour and the various forms of HOTEL 

press and direct-by-mail advertising. The chapters on 
Dramatising the Advertiser's Message, the Principles of Type announces that dinner dances, with 
Selection, and the Romance of Type Design will give you the extensions of licence until 11.45 p.m., will be 
essential background you need to gain mastery over type. Sir held each evening during the convention. 
Francis Meynell says “I have read many books on the subject te mc air Ma aren pe a 
and once even wrote one myself. I make no exception when ge fo with ts tees anes 
I say that Mr. Steer’s seems miles the best. on the south coast of England, and 
HERE ARE SOME OF THE SUBJECTS COVERED IN THE 17 CHAPTERS of dining and dancing in the restaurant 
CALLIGRAPHY. . TYPE DESION | LETTERING FOR LAYOUT | ORNAMENT to a band of unusual excellence. 
DRASATISING Tits Aba nats Gasca choose Tile KGa Music by Ron Millington and his Orchestra. 
a BCOR SYLOURAPEY - yoo Tabsant oma. § ; TYPB Reservations should be made with the Restaurant Manager. 
OF 500 TYPEFACES. 

: = =e FREE EXAMINATION OFFER- ome 


To VIRTUE & ©O., LTD., AW Dept., 53 Upper Partiament Street, NOTTINGHAM. BRANKSOME TOWER HOTEL 


pag mph bo Age Ee eg 5 in 1 volume. I will 


i im one weck or send you 10/- deposkt and 4 further monthly payments of 10/- BOURNEMOUTH Patronised by Royalty 
is 20 céningee ahbEe OND bends neoc eosegibocbrécedtvagocyes cogeecneentaaaaneen ; Telephone ; 
Bournemout® 


CE Ee CERO EEE EEE EEE EERO EE HEHEHE HEE HEHEHE EHH EEE ERE E ES 


EEE EEE EEE OEE E HEE HEE EE EEE EEE EEHH EEE EERE OREO OES Dtrector and General Manager, T. H. V. Haydon, MALL, 
Geeelinobyevsisthtnoccoseinbste stdeiiaiwes (Former London Managing Dtrector, Osborne-Peacock Co. 
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BAGHDAD FAIR 


The IRAQ TIMES 


announces a 


SPECIAL FAIR 


NUMBER 
on 30th September 


CONTENTS: (1) Each of the many sections of this great 
Fair will be covered by an adequate amount of detail 
en the type of exhibits. (2) Descriptive articles 
and photographs are being prepared in co-operation 
with Organizations here, Trade Associations, etc. 
(3) Fair attractions, over and above trade exhibits, 
and full information on time tables, ground plans, etc. 
FORMAT: Number of pages 170 (approx.). Overall page 
size 16” deep x 11” wide. Type area of page 
14” deep x 9}” wide. Type area of } page 7” 
deep x 9}” wide, or 14” deep x 4}” wide. 
Page £70; Half page £40. Only page or 
Half page space can be accepted. 

PRINTING MATERIAL: Any form—Blocks, Plastic Plates, 

Mats or Art Work. Screen 60. 


Closing Dates in London ; 


Space Orders 20th 


Printing Material 27th July. 


July. 


Due to the heavy contents and pressure of work on the presses, 
these dates cannot be extended. 


All further information supplied by the Sole Agents in Ct. Britain : 


Overseas Publicity & 
Service Agency Ltd. 


29 Oxford St., London, W.1 + 


Phone: GERrard 0737/8 


N.B.—Advertising in regular daily issues of The 
Iraq Times. Due to the heavy advance booking 
of space covering the period preceding and 
during the Fair, insertions cannot be guaranteed 
jor that period unless we are advised of require- 
ments NOW and confirm the publishers’ accep- 
tance. This does not apply to regular advertisers 
who have already scheduled insertions. 


Advertising Case History-—48 


May 6, 1954 


How a chain of tailors 
changed their name 


The problems confron 
tion when the decision 


a nationally very well-known organisa- 
s taken to change the name are many 


and serious. Only the most intense and carefully planned 

advertising can avoid loss of business arising because of con- 

fusion in the public mind. An account is given here of a current 
large-scale name-changing campaign. 


OLLOWING the announce- 
ment recently that the 
Fifty Shilling Tailors have 
changed their title, the estab- 
lishment of the new name of 
John Collier is now well under 
way. The change is being 
emphasised by a full pressure 
campaign of advertising and 
publicity on a _ nation-wide 
basis. 

Between the wars the name 
Fifty Shilling Tailors had a direct 

lace in a highly competitive 

usiness, but post-war conditions 
made it obsolete. man 
behind the decision to make the 
change is J. Collier, managing 
director of the United Drapery 
Stores Ltd., which took over the 
Fifty Shilling Tailors’ group last 
year. Mr. Collier, who has been 
connected with the clothing and 
store business for many years, 
spent the last few months review- 
ing the planring and production 
of the group’s factories. 

Once the decision was taken, 
preparations began on a carefully 
organised operation of name- 
change building. The first task 
was to inform employees of the 
organisation. 

On to the desk of every branch 
manager of the group went a 
og prepared wallet with all 

e background information and 
containing a personally signed 
letter from Mr. Collier explain- 


ree eerr ‘ower acts 


You mom - every sat eat by ad 


SHILLING 
ce ne *ST) 


ng 
ing the company’s plans and 
inviting the staff's co-operation in 


making the change-over effective. 
Shortly afterwards news sales 


@ Continued on page 289 


FIFTY SHILLING TAILORS 


CHANGE 
OF NAME 


hs 
ty 
LS 
£ Fifteen years ago we could make a good 
q suit for 30 - and we were known throughout 
i Britain as the FIFTY SHELLING TAILORS 
RS (OR F.S.7.) 
But now, ales, the prices of Australian wool 
Sand other raw materials have increased five 
% times and 4 suit just cannot be made for 0 
_ Obviously the name of our busines must 
he changed 
~ 
a 


= 


‘Since this famous fine hay now come under 
the direction of Jokn Collier & #ift in future 
be knows by that name. 


+. 
a a 


” 


rv; . 
LP 
PP Bod 


The policy of this business is semple to have 
craftsmen tailors cut your suit by hand w 
your exact measurements and chore of style 
and to have it made in the fine cloths 
obtainable, whatever price you pay 


jou hlie, 


WAVE YOU SEEN OUR NEW SPRING 


2 
: 


(ATID 


wor 


f 


i CLOTHS? 
a 
1 oS SARIS 
erecs neers 
Above: The rea- 


son for the change 
of title, with the 
earlier bold refer- 
7 * “EX. ence to £2 10s., 
has been clearly 
set out in eight 
inch double 
column  advertise- 
ments appearing 
in’ the national 
and provincial 
newspapers. Left: 
In the current 
campaign stress is 
being placed on 
the fact that every 
bespoke suit is 
cut by 

Action photo- 
graphs are given 
prominence, _In- 
formation about 
the materials used 
is also included. 
Greenlys Ltd. are 
handling the 
account. 
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Advertising 


films aid 


Scottish export firm 


An Edinburgh firm of bakery 


manufacturers have 


machinery 
found that a demonstration film can give distant buyers an 
impressive idea of the product. 


HROUGH the medium of 
short instructional films 
demonstrating the products of 
their factory, an Edinburgh 
firm, specialists in the making 
of bakery machinery, hope to 
expand their export markets in 
various parts of the world. 
Ronald George, a director of 
James Cruickshank Ltd., and his 
co-director, A. Denholm, jun., 
are both keenly interested in 
films from an amateur point of 
view. They struck on the idea 
of making a picture lasting 30 
minutes—part in black and 
white and part in colour—which 
would give prospective customers 
a better idea of what they were 
going to buy than any amount 
of literature.. The film took two 
months to make. 


Demonstration hours 


“You have got to remember,” 
said Mr. George, “that in the 
bakery trade the ideal time for 
customers to see bakery mach- 
inery in action is around 2 to 
3 am., and that is a pretty 


inconvenient time to ask people 
out. 


Instead of troubling custo- 


mers in that way we can, by 
making a short film or films, 
show buyers our goods at a 
much more reasonable hour of 
the day. 

This firm has decided to send 
a film concerning a new type of 
bakery oven to agents in India 
and South Africa. In_ these 
countries the picture will be 
shown to members of the trade 
in Bombay, Calcutta, Johannes- 
burg and Port Elizabeth. The 
film reveals details of the oven 
construction at the firm's works; 
“shots” of the oven at work in 
a local bakery, and illustrates 
the type of goods the oven 
bakes. 

It is the largest film the firm 
have made. Previously they 
have concentrated entirely upon 
“shots” of different aspects of 
the many operations. 

“It is, of course, a silent film, 
but there are edited sections ex- 


plaining various technicalities,” 
said r. George. “Customers 
like to see in action the 


machines they are going to buy; 
then they know what the 

oing to get.” He ad that 
e had been very interested in 
a talk given by a local business- 


man to the Edinburgh Chamber 
of Commerce. Having spent the 
main part of his business life in 
India, the speaker had told of 


the value of the camera in 
business activities in that part 
of the world. 


“That confirmed my thoughts 
on the matter, and gave me con- 
fidence in thinking we were 
doing the right thing in sending 
a film out to India,” said Mr. 
George. and Mr. 
Denholm are enthusiastic about 
the value of films as a means of 
instruction for their staff, and 


ADVERTISER'S WEEKLY 


regular film shows are held for 
the benefit of the employees. 


"Screen advertising 
in Britain 


Out of some 4,600 cinemas 
in this country about 4,500 
ace screen advertise- 
ments. This includes all the 

incipal cinemas in the 
big cities and towns—pre- 
cisely where the purchasing 
power of the nation is con- 
» centrated. 


© HOW TO CHANGE THE NAME -continuea 


material was being delivered to 
the branches all over Britain. 


The next step was to make 
clear to the public the change of 
name and the reason why. 

This was carried out in a 

ial campaign of eight-inch 
double-columa advertisements 
appearing in the national and 
provincial press. These stated that 
the business was now under the 
direction of John Collier, and 
aimed at creating public confi- 
dence and recognition of the 
organisation. At the same time, 
announcements appeared in the 
shop windows throughout the 
country. Price tickets and hang- 
ing signs carried the new name, 
and the change will eventually 
lead up to the alteration of facias. 


The main advertising campaign 


—carrying both names at 
stage—has also begun and wil 
have national coverage, This sets 
out not onl BF create an 
atmosphere o m 
but to do a kl job of _ 
selling. Stress is being placed on 
the fact (not generally appreci- 
ated) that eve bespoke 
made by John Collier is cut by 
hand, and something is shown 
of the organisation, the crafts- 
manship and the materials of all 
kinds which go into the making 
of John Collier clothes. 

It is expected that with inten- 
sive advertising and publicity, and 
with the goodwill which sloonde 
exists for the Fifty Shilling 
Tailors, public acceptance of the 
change of name will be achieved 

in a relatively short time. 

Greenlys Ltd. are the agents. 


Catalogue, showcard, 
leaflet or packaging 
as long as its production 
involves the use of 


Spicers Paper Consultant 
at the planning stage. 


It’s a good job 
we asked Him along! 


some kind of paper or board, 
you will find it pays to call in 


speak to Wiis 


Telephone: CENTRAL 4211 
19 New Bridge Street - London EC4 
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Hard hitting advertising 
is key to this market 


goods are meeting very fierce 


British 
products in the Dutch market. 


competition from German 
Great attention will have to be 


paid to prices and delivery dates. 


RITISH traders have made 

notable headway in the 
Dutch market during recent 
months. This is the more 
praiseworthy because of the 
strong efforts being made by 
Germany to extend the hold 
on this valuable market. 

According to figures lately 
published, the British share of 
total Dutch imports rose to 9.4 

r cent last year compared with 
8 per cent in 1952. However, 
British trade could be streng- 
thened still further, particularly 
by a more careful analysis of 
the market. 

According to a report from 
The Hague correspondent of 
The Times, “Some Dutch im- 
porters have said that British 
manufacturers seemed to think 
that the market could look after 
itself and were not as prepared 
as the Germans to adapt them- 
selves to the wishes of the 
customers. Others have com- 
fae that when orders were 
nvited answers were too long 
in coming, and that for iron, 
steel and machinery delivery 
dates were too long. Prices for 
machinery, however, were 
thought to be good, and one 
importer said that the British, 
unlike the Germans, were sens- 
ible enough not to accept orders 
below costs.” 


Britain is definitely losing 


ground in the motor market— 
where German efforts to sell to 


the Dutch are most energetic. 
British cars are thought excel- 
lent, but finish and upholstery 
are so good that, as The Times 
correspondent put it, “prices 
become unnecessarily igh.” 
Delivery dates for woollen 
fabrics and lining materials are 
also considered to be too long. 
One importer said that charg- 
ing fixed prices, sometimes with 
a delivery date of 10 months, 
was a great risk for customers, 
who therefore bought only what 
they strictly needed. On the 
other hand Scottish tweeds and 
worsteds are always in demand. 

It is thought in Holland that 
one way in which British ex- 


HOLLAND 


rts could be increased would 
by the use of greater and 
more striking ewe 
At this year’s Utrecht Spring 
Fair the products of some 3,600 
manufacturers were displayed, of 
which 426 were British. Among 
the United Kingdom products 
which, according to the Board 
of Trade Journal, “were well 
represented in the consumer 


A view of the 
British stand at 
the recent Utrecht 
Spring Fair. The 
Board of Trade 
has lately pointed 
out that delivery 
dates quoted to 


Dutch importers 
have frequently 
been exceeded, 


sometimes by 
many months, The 
belief that British 
delivery promises 
cannot be relied 


upon has 
dangerous _head- 
way. 


A display of prestige exhibits from the United Kingdom was present 
at the Utrecht Spring Fair. Some 2,000 informative booklets were 
also distributed. 


goods section were toys, elec- 
trical household goods, radio and 
musical instruments, perfumery 
and cosmetics. Included in the 
capital goods section were U.K. 
building machinery, boilers and 
pumps, machine tools, etc.” 

In the International Pavilion 
the U.K. was represented by a 
trade inquiry stand with a dis- 
play of prestige exhibits of fine 
design and workmanship which 
attracted considerable attention. 
This presented an_ excellent 
opportunity of showing the high 
standard of British manufacture 
and design. The heavier in- 
dustrial products, which form 
an important part of the U.K.’s 
exports to Holland, were repre- 
sented by means of large colour 
transparencies. 


Biggest ever display 


The emphasis in the engineer- 
ing and capital goods section of 
this year’s fair was particularly 
on the country’s industrialisa- 
tion. There was a larger display 
of machinery, apparatus and 
tools for industrial purposes as 
well as factory installations than 
ever before. 

One drawback in the annual 
fair is that exhibitors of British 
goods have frequently carried 
and shown goods manufactured 
in Holland and elsewhere, with 
the result that it has been diffi- 
cult to distinguish the British 

roducts. To limit this draw- 

ack, the Board of Trade this 
year devised a showcard showing 
the Union Jack and bearing the 
inscription “From __ Britain.” 
These were distributed free of 
charge by the Commercial De- 
partment of the British Embassy 


Advertising and 
selling problems 
in Switzerland ? 


before the opening of the fair to 
all exhibitors of British goods. 
The request to display these 
alongside the U.K. products on 
their stand was made. Not all 
exhibitors it seems were pre- 
pared to do so, although, accord- 
ing to the Board of Trade, “with 
some persuasion from their U.K. 
principals perhaps more of them 
would be prepared to display 
this distinctive showcard.” 


List of manufacturers 


For the first time this year the 
Commercial Department of the 
British Embassy also produced 
a booklet listing all U.K. manu- 
facturers whose goods were 
known to be displayed at the 
fair, giving the name of the ex- 
hibitor, a description of the pro- 
ducts exhibited and the number 
of the relevant stand. 

Some 2,000 of these booklets 
were on this last occasion distri- 
buted among the 155 exhibitors 
of British goods as a trial. If, 
when the results are assessed this 
experiment has proved a success, 
it is intend to distribute 
to the retailers a much larger 
number next year, in which ad- 
ee space would be offered 
to exhibitors of British goods. 

In drawing attention to this 
development a statement in the 
Board of Trade Journal remarks 
that “A large variety of U.K. 
products could thus brought 
to the attention of an important 
cross-section of the Netherlands 
trading community if the exhi- 
bitors concerned are prepared to 
co-operate in the distribution of 
the booklet among established 
and prospective customers.” 


Publicitas is the leading and largest adver- 
tising organisation with 50 branch offices. 
General information and 

exact estimates are supplied free and 
without obligation to you. 

Write to our fully equipped 

Foreign Department, 

3 Av. Benjamin-Constant, Lausanne 
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ADVERTISER'S WEEKLY 


The Dutch have 


large families 


The Dutch Institute of Statistics quotes 
3.8 for the average family. Het Vrije 
Volk’s daily net sale of 270,000 reaches 
families in the middle or working class 
groups who have ready money to spend. 


Het Vrije Volk 


Consult our London representatives 


A. PRESS Ltd., 14 Dover Street, W.1 
MAYfair 8615 


Quality coverage 
in South Africa 


Cape Town CAPE TIMES 
CAPE TIMES WEEK-END MAGAZINE 
Durban NATAL MERCURY 


SOUTH AFRICAN WOMAN'S WEEKLY 
Johannesburg RAND DAILY MAIL 


National SUNDAY TIMES 
SUNDAY EXPRESS & HOME JOURNAL 
DIE LANDSTEM 
SPOTLIGHT 
FORUM 


Vert Upicon 


NEWSPAPERS LTD 


24 Holborn, London, E.C.!. Tel. HOLborn 4144 


May 6, 1954 


* 


For widespread coverage 
of the Dutch market and 
predominating readership 
in the Amsterdam area 


HET PARGL 


Holland’s leading independent national daily 


Subscribers: 
AMSTERDAM - - 90,000 
REST OF HOLLAND - 50,000 


140,000 


One of Leading Publishing 
Concerns in §. Africa 
is FOR SALE 


Enter the publishing field in South Africa, where 
taxation is lowest in Commonwealth. Leading 
publishing business with three high-class, established 
trade papers and one consumer monthly (potentially 
largest circulation of any English monthly in South 
Africa) is offered as a going concern, Low printing 
costs; fully staffed; smooth running; complete floor 
of modern offices. Directors’ present salaries over 
£8,000 per annum plus substantial profits. 
ie ad inigas 


Price: £40,000, including all office 
equipment, motor vehicles, etc. 


Box 7380 
Advertiser's Weekly, 180 Fleet Street, E.C.4 
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ADVERTISER'S WEEKLY 


NEW PRESIDENT 
FOR IIPA 


OXFORD Blue (football), college 
(Oriel) is om of cricket, secretary 
of the Junior Common Room; 
M.A.; D.S.O. and Bar in the 
first world war and Mentioned in 
Despatches in both world wars—if 
background and achievement are 
any indication of character, Lt.-Col. 
Alan M. Wilkinson is a magnifi- 
cent choice for the presidency of 
the Institute of Incorporated Prac- 
titioners in Advertising. 

In the first world war he was 
engaged in, among other things, 
night flying against Zeppelins; in 
the second he was appointed O.C. 
a night fighter station at West 
Malling and, in fact, went to 
France in the first fighter squadron 
formed. Modestly, but not entirely 
without reason, he thinks that the 
one extraordinary thing he has 
done is to stay alive! 

In between the wars he started 
his business career in Fleet Street 
with The Practitioner, After six 
years as sales and advertising 
manager of an educational supply 
company, he joined London Press 
Exchange as an account executive, 
and became a director in 1936, 
Non-professionally, and non-mili- 
tarily, he has been chairman of a 
branch of the Conservative Asso- 
ciation in Kent for five years and 
of his 1 parish council for two. 


ERESPONSIBLE for the press an- 
nouncements of the visit of Mr. 
and Mrs. Wilfred King to Moscow 
for trade talks is Gordon S&S. 


wes has recently 

been appoin- 
ted public 
relations 
officer to The 
Propane 
Company, 
Domin- 


ling Corpora- 
tion and 
other com- 
panies of 
which Mr. 
: King is a 
director. This is the first time 
since the war that the wife of a 
British business man has been 
—— a visa to accompany her 
usband to Moscow during trade 
talks. 

Another one of Mr. Planner’s 
recent activities is that of P.R.O. to 
a group of British companies who 
are at present holding trade talks 
with the Chinese in East Berlin. I 
am told that the British Govern- 
ment has stated that it is prepared 
to give all necessary facilities to the 
group in the conduct of legitimate 
trade with China. 

His appointment does not affect 
his sition of director of the 
Kingham Advertising Agency. 


Head Office LUTON Phone 5050. 


Here in the H.C.N. Country, between the Oxford Road and 
the Great North Road, is the richness of 
Aqjowate married to the community life of pe genet. 
Homes that throb with the vigour and sparkle es 
prosperity. Serving each one of them is an H.C.N. 
newspaper, itself alert and sparkling. 


veo 4B fa or 
HOME COUNTIES 


NEWSPAPERS GROUP 


Represented in London by WILL KITCHEN, jr., LTD., 13! Fleet Street, E.C.4 Cencral 1960 
Adverti 


Industry and 


A.B.C. NET SALES 


° 129,729 


SULY-DEC, 1953 


isement Manager Claude W. Gilder 


At the Kemsley meeting to intro- 
duce the “Survey of certain aspects 
of newspaper readership in_ the 
North o England.” Above: I. to 
r., A. B. Turner (Saward Baker), 
C. Bachrach (Pritchard, Wood & 
Partners), Miss Barbara Hancock 
Samson, Clark), Miss Audrey 

ns (Pritchard, Wood & Partners) 
and Graeme Cranch (head of re- 
search, Mather & Crowther). Right: 
Michael Renshaw, advertisement 
director, Kemsley Newspapers, 
chatting with Norman Heywood 

and E. 8. Parkes (C. & A.). 


No glasses now 


AFTER about 25 years of wear- 
ing glasses, Leo O’Farreli has now 
given up do- 
ing so. He 
attributes the 
ability to do 
this to w 
corrective in- 
fluence of an 
argument with 
a bus at 
Ludgate Cir- 
cus! At 47 
Mr. O'Farrell 
has now be 
come secre- 
tary of Rum- 
ble, Crow- 
ther & Nicho- 
las. Starting 
with Saward 
Baker 28 years ago, he left to join 
the Winter Thomas agency, and 
when R.C.N. broke away, stayed 
with them. He has been on the 
board about 10 years and has 
i media director and con- 
tact director. F 

Married, and with two daughters, 
Mr. O'Farrell lives at Hove and 
plays golf. He is as well known 
in Dublin advertising circles as in 
London. 


Tribute to ‘Trib’ 


CONGRATULATIONS to W. M. 
export advertising manager 
of Hoover Ltd., on being the first 
man to complete 35 years’ service 
with his com- 
pany. “Trib,” 
as his many 
friends in 
the advertis- 
ing and busi- 
ness worlds 
call him, was 
one of the 
first four 
people to join 
oover in 
Britain, when 
it first be- 
gan opera- 
tions im 
London in 
1919. To-day 
his work is 
reflected in the advertising of 
Hoover products in up to 100 
countries overseas. He operates in 
conjunction with 10 overseas ad- 
vertising agencies. 


ge? 


"THERE was a notable opening 
ceremony at the Sist Tailor and 
Cutter Exhibition of Fine Tailoring 
at Stanhope Gate last week. 
Stewart Granger, who is playing 
Beau Brummell in a forthcoming 
film, opened the exhibition from 
South America! The journal had 
shown considerable ingenuity in 
recording his voice. They got 
M.G.M. to contact their agent in 
Colombia, who borrowed a ta 
recorder and flew to a landing strip 
as near as possible to the location. 
From there the journey was made 
by truck and on foot, and “Beau 
Brummell” recorded his opening 
Speech in a tent in the jungle. 
hen the tape was flown to England 
and re-recorded in London. 
Fraser, director and general 
manager of Tailor and Cutter, said 
that 373 garments had been entered 
for the competition for master 
tailors this year—about average. 
But he added with pride that the 
standard had been well above aver- 
age. The prizes were presented by 
the Mayor of Westminster, who 
said he was sorry to see that his 
tailor was not among the winners. 
* * a 
SELLING British magazines in 
America is not without its laughs. 
John L. Marsh, who as president of 
British Publications, Inc., is doing 
this job with notable success, has 
shown me a _ renewal notice for 
Punch, on which the recipient had 
scrawled this excuse: “Sorry! I 
married the man who gave me the 
subscription. Now read his 


unch! 
Contact 


“~ 


“When I said book the 
Bournemouth Belle I 
meant the train, 

” 
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( By courtesy of the Trustess of the National Maritime Museum, Greenwich | 
ENGAGEMENT BETWEEN ANSON’S “CENTURION” AND THE TREASURE SHIP “CAVADONGA”™, 20TH JUNE, 1743, by Samuel Scou 


EFORE THE THUNDER and smoke of battle, the Today we know far better what to eat. And how to 
tensest moment: the ships sliding towards each _ treat our food. How to keep it fresh and free from con- 
other over the hissing sea, the guns run out, the crews tamination. Much of our food today is protectively 
still...and waiting. When someone murmurs the blas- § wrapped... from the baker, from the factory, from 
phemous grace “For what we are about to receive...” | theshops. Wrapped, it may be, in packaging made by 
Yet the men that died from round shot, from steel,  Bowaters. For Bowaters make wrappers and containers 
were few compared to those who died from scurvy,the § of many kinds—for food protection and a thousand 
real scourge of the sea in those far-off days. And itwas other purposes in commerce and industry, all of them 
not only at sea that men died through lack of proper contributing, in their several ways, to the health, 
food, or from diseases caused by dirty food. pleasure and efficiency of modern living. 


Bowaters 


An international organisation making paper, board and packaging materials 
that answer the needs of industry and trade throughout the world. 


THE BOWATER PAPER CORPORATION LIMITED 
Ge tins. tenet leh es’ SE ml teak tes eee : tele 
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New format for 
‘Time and Tide’ 


Time & Tide appears in a new 
format this week with a bold sky- 
blue cover and a 48-page issue to 
launeh the change. A new serics 
of articles deals with British indus- 
tries and the export markets. 
Houseman’s financial notes are 
being increased to a page, and a 
strip cartoon—" Professor 
Pi'’—is being introduced. Time & 
Tide's new executive director, 
Rodney I. Fraser, is planning a 
big aomgen drive in the com 
months. Fox from the D 
Express in A a 1. is the new 
circulation manager. 

” a + 

Collins Young Elizabethan, 2s. 
monthly for boys and girls, has 
been acquired from Wm. Collins 
Sons & Co., Ltd., by Periodical 
Publications Lid, Editorial policy 
and format will be unchan 
The first issuc J be that dated aw gh 
new imprint will 

* 

The British * Weekly to-day 
(Thursday) carries a four-page illus- 
trated supplement dealing with the 
recruitment of nurses, supported by 


over 160 inches of hospital 
advertising. 
aa a A 


World has been ap- 
proached by the American Broad- 
casting Company, wishing to “sign 
up” a budgerigar with a 750-word 
vocabulary, shown at the Exhibition 
of Cage rds, which was spon- 
sored by that journal. 
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Publications News and Notes 


Average weekly net sale of the 
during April was 
582,364, highest in the paper's 
history. Average for the first 
three months of the year was 
565,511 
Bd a * 
IMustrated is now being 
published in two editions, one con- 
taining Scottish and Irish results 
and the other English and Welsh. 
Advertisement manager Peter 
McDonald plans to use the editions 
to suit advertisers who require 
coverage of only one of the areas. 


x + ad 
London Free Press space rate 


has been increased from 7s. 6d. 
to 10s. an inch, 
na a * 


A folder announcing the summer 
number of The Tatler, June 
records that this magazine’s spring 
number carried the announcements 
of 180 advertisers. 


oa * a 
May 21 issue of 
lished by the Associated Iliffe Press 
will be a “Commer on 
number. 
ok ok ok 


The May issue of Weldons Home 
Journal includes a detachable book- 
let featuring new colour schemes 
for rooms. 


ok kK ok 
The centre in the May 
issue of Good Taste is devoted to 


a feature on the new Lee Target 
poodle wool which is to be heavily 
advertised in the autumn. 


Those who know 
best about 
advertising.... 


.++. Say 


Wass, Pritchard 
know best 
about printing* 


WASS, PRITCHARD « co. ur 


85 FENCHURCH STREET, LONDON EC3 Tel: ROYal 7141 


* Specialists in Print by Photo-Litho-Offset 


No name in this advertisement. 


Last week’s front cover of The 
Motor carried no advertiser's name. 
The familiar shape of the Rolls- 
Royce radiator, together with the 
slogan _ “The Best Car in the 
World,” was the sole means of 
identification. Dorland Advertising 
Ltd. handled the advertisement. 


Toe sir, Tdsgraph 


Front cover for a “Welcome” issue. 


The Daily Telegraph is to publish 
a 48-picture supplement to com- 
memorate the Royal Tour. It will 
be printed throughout in photo 
gravure with the cover and a 
double page inset in full colour. 
It will contain over 100 pictures 
and sell at Is. Publication date is 
May 17. 

cs ok a 


Games and Toys will celebrate 
its 40th anniversary with its June 
number, which will be a special 
issue to mark the occasion. The 
magazine has grown from 48 pages 
for its first edition in 1914 to a 
record 328 pages last January. 


8 * * 


The May issue of Aeronautics is 
a special anniversary number to 
celebrate the meeting of Charles 
Rolls and Henry Royce in Man- 
chester SO years ago. The issue 
has 128 pages, 72 of which are ad- 
vertisements. Approximately 30 of 
these contain the announcements of 
companies congratulating Rolls- 
Royce on the anniversary of the 
first meeting of their founders 

* ca a 


The summer number of The 
Sketch will be on sale June 16. 
It will close for press on May 21. 


* * 

A study of an old Thameside 
inn by Randall, studio 
manager of Reid Walker Advertis- 
ing Ltd., is exhibited in this year’s 
Royal = sed oa. 

* 


ee of OE in 
science, art, industry, and com- 
merce, are being exhibited 
members of the Institute of Briti 
Photographers at the R.B.A. 
Gallery, _anten, Siey 8June 1. 
* * 


A press party at the Canadian 
Government stand in the Common- 
wealth section of the B.I.F. at 
Earls Court saw on ‘Monday a 
mannequin parade of Canadian fur 

rments, supplied by five of the 
eading Canadian houses or organi- 
sations. 

_ 


* 
David Clackson has _ been 
appointed London advertisement 
representative of Coventry 
Standard and the Coleshill 
Chronicle. 


Thanks (1) 


The sales department of Truvox 
Ltd. entertained members of the 
production staff at the Gayton 
Club, Harrow, Middlesex, to thank 
them for their efforts, which en- 
abled the company to have record 
“OCO” indusrial floor polisher 
output and sales during March. 

* * * 
Imperial Chemical Industries re- 
rt that use of felts made of 
erylene in paper-making has 

resulted in a much greater tonnage 
being qoesness ad —. 


At a gn. of Derbyshire 
Urban District Councils Association 
there was strong criticism of the 
refusal of Derbyshire County 
Council to allow bus shelters and 
street litter bins bearing advertise- 
ments to be provided. 

7 * * 

Maurice Rickards, who designed 
the crippled boy road safety poster, 
will be seen on children’s television 
on Thursday, May 20, in the series 

“Making a Model Village.” 


Thanks (2) 


The retiring chairman of Middle- 
sex County Council, who gave a 
sherry party last week to repre- 
sentatives of the local newspapers, 
said he considered that the 
county of Middlesex was “very well 
served” by its press. 

* * * 

No racing cars cars will be exhibited 
at this year’s Motor Show at Earls 
Court in October. The Society of 
Motor Manufacturers and Traders 
state that all available floor space 
has been booked for “ i 
production models.” 


- * 
Sir Stephen Tallents on Tuesday 
a an exhibition at Parsons 
allery, Grosvenor Street, London, 
of visual aids, the work of the 
oem Classroom Education 


* * * 

The account, media and research 
departments of Masius & Fergusson 
Lid. moved to new — at 
169 Piccadilly on T ‘ 
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New technique used 
for ‘Herald’ survey 


The “Politz-Simmons” technique of random sampling, 
already used in the U.S.A., has been employed for what is 
claimed to be the first time in a survey published in this 
country. This is the latest “Daily Herald” commodity report, 
which is concerned with painting and decorating. 


The random sampling method, 
which is claimed to be more 
accurate than the usual quota 
sampling method, suffers from the 
drawback that a high proportion 
of the named informants will not 
be available for interview when 
the first call is made at their 
homes. This may involve either 
costly “callbacks” or the possible 
introduction of bias through the 
use of substitutes. How the 
Politz-Simmons_ technique of 
allowing for non-contacts without 
callbacks operates is explained in 
an appendix to the Daily Herald 
survey by Alan Stuart, of the 
London School of Economics. 


Taking as an. illustration a 
group of people who are at home 
on one-quarter of the occasions 
to be considered, it will be found 
that if calls are made on a num- 
ber of informants in this group, 
on the average one-quarter of 
them will be at home. This being 
so, all that is needed to obtain 
an unbiased sample without 
making any callbacks is to give 
to the members of the group 4 
weight inversely proportional to 
their probability of being at 
home. For example, in the group 
with probability one-quarter of 
being at home, the results are 
— a weight of four, and so on. 

he probability of being at home 
is replaced by an estimate based 
on a question asked during the 
interview as to whether the in- 
formant was at home on certain 
specified occasions. 


Painting and decorating 


Prepared by Odhams Research 
Department, the report has been 
issued by E. H. Hull, advertise- 
ment director, Daily Herald, to 
manufacturers, advertisers and 
agencies. It deals with the paint- 
ing and decorating of both the 
inside and outside of the home 
and of furniture, the types of 
decorating done, by whom, and 
the brands of paint and other 
products used. It states that, 
during the first eight months of 
1953, the period covered by the 
survey, 63 per cent of all house- 
holders had some painting and 
decorating done, as compared 
with 68 per cent of Daily Herald 
families. 

Most of the decorating was 
done inside the house. Almost 
three-fifths of all households 
decorated one or more rooms. 
Less than one-fifth decorated the 
outside of their houses, and here 
the highest percentage was 
reached by upper middle 
class in which the largest propor- 


tion of house owners is to be 
expected. 

Just over half the people who 
had bought or selected materials 
remembered the brands. 

Fieldwork for the survey was 
carried out in August and Sep- 
tember 1953 and was based on 
a nation-wide random sample. 
Altogether 770 polling districts 
were stratified according to town 
size and area and randomly selec- 
ted proportionate to population. 
Eight addresses were selected at 
random from the electoral roll 
for each of these polling districts, 
i.e., 6,160 addresses were selected 
altogether. Sampling intervals 
were calculated for each polling 
district. 


‘Most difficult Act 


to construe’ 


The importance and scope of 
the Merchandise Marks Acts 
have been greatly increased by 
the provisions of the 1953 Act, 
write the joint authors, the Hon. 
H. Fletcher Moulton and P. G. 
Langdon-Davies, in their preface 
to The Law of the Merchandise 
Marks, including the Merchan- 
dise Marks Act, 1953 (Butter- 
worth & Co., Ltd, 17s. 6d.), 
which has been reprinted from 
Butterworth’s Annotated Legisla- 
tion Service. 

But in their preface, they quote 
Lord Goddard who, in giving 
judgment after a 1951 action, 
said, “It is a most difficult Act 
to construe. Those who are 
responsible might well consider 
whether new legislation should 
not be introduced to set out the 
law in this matter in clear 
language.” 

“Those who are responsible,” 
say the authors, “have not yet 
attempted this task. When they 
do they will find a great deal to 
be done.” 

Despite this, the authors 
express the hope that the book 
they have produced, which con- 
tains references to all relevant 
decisions made in United King- 
dom courts, will be of assistance 
to a large number of business 
men as well as members of the 
legal profession. 


ARGUS PRESS 


Final dividend recommended for 
Argus Press Lid. is again 19 per 
cent, making a total dividend for 
the year ended December 31, 1953, 
of 264 per cent less tax (same as 

evious year). Group profits be- 
‘ore taxation were £156,684 (as 
compared with £155,665). 
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£3,000 a year=—plus 


I am the Managing Director of a London 
Advertising Agency—and I have a problem. 
You may be able to solve it to your great profit. 


Two important National Accounts are con- 
trolled for this Agency by a Director who wishes 
soon to retire. Someone must be found to take 
his place. Only a really brilliant man will do— 
one who combines real advertising knowledge 
with personality, business ability and the knack 
of producing, or sponsoring the production of, 
advertising above the normal standard. 


The age of the man I want is unimportant, 
though he should not be too young. He will work 
on the accounts for perhaps two years, learning 
them from the present Director, who will retire 
from them gradually, leaving more of the work 
to the new man, until he is able to carry the 
full weight of them himself. 


1 am not trying to buy in the bargain basement. 
I want the best and will pay well for the right man. 
On the retirement of the present Director the 
new man, if he proves himself good enough, can 
expect to receive a salary of £3,000 a year, plus 
@ commission on a substantial turnover, plus a 
Directorship. Meanwhile he will receive an 


All enquiries will come to me and only I shall 
read them. Appointments to meet will be made 
in neutral surroundings. I shall observe com- 
plete discretion, Sidney Redfern & Co., 
solicitors, who are not the company’s solicitors, 
and who do not know me, have agreed to receive 
letters and forward them to our own solicitors, 
who will forward them, unopened, to my home 
address. So please address your letter to 
Advertising Agency Managing Director, c/o 
Sidney Redfern & Co., 1, Gray's Inn Square, 
Gray's Inn, W.C.1. State the address or telephone 
number where I can contact you. Executives 
of this Agency have been advised of this 
advertisement. 
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Coal price cut 
—heavy publicity 


Every local paper in the South of 
England is being used in a cam- 
paign launched the National 
Coal = on onday to en- 
courage the public to ae 
at reduced summer prices. 


This is the first time that the 
N.C.B. have run heavy advertising 
for the summer price reductions. 
Mather & Crowther Ltd. are 
handling the scheme, which is 
concentrated on the South. 


Press ey using The 
Times, Daily Tele graph, a half- 
page in the Radio Times and 
other spaces in London evening 
newspapers. 


A * is being produced by Pearl 

Dean Ltd. for showing in 

t 200 south of England cinemas. 

Posters are being used on all 

railway stations within a 12-mile 
radius of London. 


Wool Secretariat 


Current Advertising 


Stork arrives 


Heavy advertising for Stork mar- 
garine broke this week in the 
national press. Spaces taken in- 
cluded a half-page in the Daily 
Express, full pages in the Daily 
Sketch and Daily Mirror, a 15 in. 
by six column space in the Daily 
Mail, and large spaces in national 
magazines. 

Trade press advertising announces 
the scheme as “the greatest cam- 
paign ever for any margarine. It will 
continue with undiminished weight 
throughout the year in _ 
cinemas, and on posters. . . 

A smaller campaign has been 
launched in the national press for 
Van den Bergh’s cheaper margarine 
Echo. Lintas Ltd. are the agents. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


BUTTER INFORMATION COUN- 
CIL for Saward, Baker & Co., 
Ltd. Campaign breaks to-morrow 
(Friday) using large spaces 
national and provincial news- 
papers, magazines and posters. 

VI-SPRING PRODUCTS LTD., 
bedding manufacturers, for 
Young & Rubicam Ltd. 


GAYCHILD LTD., retailers of 
children’s wear, for David 
Macaulay Advertising Ltd. 


JOHN SILVER LTD., wholesale 
rovision merchants, A. A. Salis- 
a Lid., food importers, and 
Wachal F Co., Lid., for 
S. V. Court Advertising Lid. 


BLUE STAR GARAGES LTD. 
(part) for Griffiths & Millington 
Ltd. Tibbenham Publicity Ltd. 
will continue to handle the general 
advertising. 


FRENCH TEXTILES EXHIBI- 
TION, to be held in London in 
October, for Robert Brandon & 
Partners Ltd. 


NORTH LONDON EXHIBITION 
for public relations department 
of Willing’s Press Service Ltd. 


W-K-M VALVE CO. (BRITAIN) 
LTD. for Donald Macdonald 
(Advertising) Ltd., Manchester. 

ROBINSON RENTALS, television 
and radio hire, for Tibbenham 
Publicity Ltd. Half-pages in over 
50 provincial daily and weekly 
newspapers. 


NATIONAL COAL BOARD using 
national dailies, London even- 
ings, all southern local papers, 
Radio Times, and posters to pub- 
licise summer price concessions 
(Mather & Crowther Ltd.). 

CUSSONS TALCUM POWDERS 
using whole pages in colour in 
national magazines and trade 
= (Richard Potts & Partners 


DEARBORN using June issue of 
Vogue for merchandising tie-up 
involving trade press advertising 
and free mat service for use in 
Robert 


ry = ‘ . 


DELAVELLE using Daily Mirror, 
extensive range a Pg 
magazines and 
(Napper, Stinton, Woolley tid. 


MARCHON PRODUCTS LTD., 
makers of detergent bases, usin 
— publications, a 

A | Trade Journal (Scott- 

Torres Associates Ltd.). 


PITMAN’S COLLEGE using 
London and suburban weekly 
newspapers and double crown 
posters on London Underground 
one ray Railways (G. Street & 

0., 


ROOTES GROUP using national, 
trade and technical magazines to 
announce introduction of diesel 
engine for the Commer Avenger 
passenger vehicles (Basil Butler 
Co., Ltd.). 


VASELINE HAND CREAM using 
spaces in normal Vaseline sham- 
geo advertisements (the J. Walter 

mpson Co., Ltd.). 


GILLETTE ROCKET RAZOR 

using national newspapers, 

trade ss and two full colour 
films (W. S. Crawford Ltd.), 


ROYAL LEMON PIE FILLING, 
* new product of Standard Brands 
Ltd., using national newspapers, 
Radio Times and colour . 
women’s magazines (S. C. Panees 
Ltd. (Liverpool)). 


DAVID WHITEHEAD FABRICS 
using full colour advertisements 
in women's ma ~y and trade 
press (the J. er Thompson 

., Ltd.). 

PEEK FREAN’S using national 
newspapers and magazines, 
women's publications and trade 
press to announce introduction of 
digestive biscuits in new _air- 
tight pack (London Press 
Exchange Ltd.). 


STORK using large spaces in 
national newspapers and maga- 
zines, trade press, films and 
posters (Lintas Ltd.). 


ECHO MARGARINE using 
va and trade press (Lintas 
td.) 


BRITISH RUBBER DEVELOP. 
— BOARD using large 
trade and technical 


to sponsor three 
trade campaigns 


The International Wool Secre- 
tariat are sponsoring three trade 
promotion campaigns, for dealers 
m carpets, wool and men’s wear. 

Details of the carpet campaign, 
leading up to Carpet Fortnight in 
October, have already been an- 
nounced. 

Now the Secretariat are sending 
direct to retailers throughout the 
country details of their wool pro- 
motion plans, and, together with 
the National Federation of Mer- 
chant Tailors, are preparing a 
— to help the bespoke tailoring 

of the Federation’s members. 

Tailors have received folders out- 
lining the aids available—window 
showcards, counter displays, adver- 
tisement designs (with free stereos 
for local advertising)—and copies 
of a booklet “Designed for Men” 
which the dealers can use for direct 
mail or point-of-sale purposes. 

A window display-card with five 
changeable slogans has gone to the 
wool retailers, again with details 
of further services available, 

Backing this service will be a 
press campaign—-using national 
dailies and weeklies, rovincial 
papers and magazines—and outdoor 
me licity. 

. J. Lytle (Advertising) Lid. are 
the agents for the carpet campaign. 
The men’s wear campaign has been 
7 ?—— by Dorland Advertising 

. and the two agencies have 
combined on the wool scheme 
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Cyclemaster and. . . 


Three whole pages 
, 
in ‘Vogue 
Dearborn will be launch * 
merchandising scheme in the 
issue of Vogue for their oni 
nig 4 of Mercolized preparations— 
cream, foundation cream, 
= cleanser, soap and lipstick. 
Three whole pages, two in full 
colour, have been booked. Tie-up 
display material is being produced 
for retailers and free mats are 
being prepared for local newspaper 
advertising. Double page spreads 
have been taken in the trade press. 
Robert Sharp are 
agents. 


New Vaseline product 


A new Vaseline brand hand cream 
is being introduced. 

In a few weeks’ time the new 
line will be featured in footnotes 
in the normal Vaseline shampoo 
advertisements. ioe: J. Walter 
Thompson 


ley 


( s Ltd.). 


HYDE PARK 6757 


YOUNG & RUBICAM LTD. 
need another inspired and experienced 


man in the Art Department. 
Please telephone Bill Harrison, 
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JOSHUA B, POWERS LTD. 14 COCKSPUR ST., 


} omnia oy aan LONDON, $.W.! 
om _ WHITEHALL - 3366 


= 117,37 | wiidtettiins 
Associ Kent Newspaes 


Advertisement Representatives 
G. W. Mayen, ips. 50 Benes Sereee, S.4 


Mechanieal World 


AND ENCINEERINGC RECORD 


one of the best media 
for reaching the rs of technical 
products ; this widely-read engineering 
rnal, now published monthly, Is an 
essential for every technical advertiser. 


Send for free specimen copy 


and rate card... 
EMMOTT & CO. LTD. 50 TEMPLE CHAMBERS, TEMPLE AVENUE E.C.4 
MANCHESTER OFFICE: 31 KING STREET WEST, MANCHESTER 3 


= 
New ‘ : él 
appropriations of. mgr 2) 2 
embracing trade advertising aimed blows up... 4 


at plumbers, heating and ventilating 
engineers, sanitary engineers and 
bullders etc. should certainly include 
the foremost technical and trade 
Journal. Published continuously for 
the last 75 years. 

“THE PLUMBER 

& JOURNAL of HEATING” 
32 Finsbury Square, London, E.C.2 
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REVIEW OF PAST CONFERENCES (continued from page 260) 


‘Prosperity drive’ 
—then war 


“Empire Advertising Conven- 
tion” was the title given to that 
held in Brighton in 1937. At the 
time of the convention, Sir 
Josiah Stamp, president of the 
Advertising Association, was in 
the United States, but arrange- 
ments were made for him to 
address the opening session by 
radio, direct from the Mayflower 
Hotel at Washington. The con- 
vention included a special Em- 
ire session and an_ invitation 
uncheon to Empire delegates. 

Glasgow was once again the 
convention centre in 1938. This 
was the Fourth International Ad- 
vertising Convention, the major- 
ity of the sessions of which were 
held in the Concert Hall of the 
Empire Exhibition. Its theme, as 
befitted an international conven- 
tion, was “The Influence of Ad- 
vertising Upon the Life of the 
People.” Lord Southwood was 
ping my 

e last pre-war convention, 
the 15th, was held at Blackpool 
in 1939, with Sir Harold Bell- 
man as president. It was hailed 
as the “Confidence Convention” 
which would launch a nation- 
wide prosperity drive. 


Fone Ee eanee we ~ 
| DEFENCE LINE 
ES a in 

Although the international 
situation was extremely un- 


settled, it can have occurred to 
few delegates that a world war 
would break out in less than 
three months, as they heard Sir 
Harold refer to planned propa- 
ganda as the country’s fourth line 
of defence. 

“Britain has a story to tell in 
declaring her integrity and peace- 
ful intent to the world,” he said, 
“and we have the skill available 
to present it as it has never 
been presented before.” 

At this point, organised ad- 
vertising as represented by the 
conference movement loses near- 
ly 10 years of its life. It was 
y al this period that Apver- 
TISER'’Ss WEEKLY, realising the 
need to maintain the exchange 
of opinions, organised its “Con- 
ventions in Print” in an attempt 

~small as it was in relation to 
the task—to bridge the gap. 

Few readers will need remind- 
ing of the post-war efforts made 
by advertising to get back into 
its stride. It was not until 1948 
that the first conference of the 
post-war era was held at Mar- 
gate, under the presidency of 
the Rt. Hon. Oliver Lyttelton. 
More than 600 delegates attend- 
ed, and heard among other 
speakers two Ministers of the 
Crown. The need to re-establish 
Britain's export trade was a 
priority—even more than now— 
and there was a special export 
session. 


In the following et nearly 
600 delegates assembled in Bux- 
ton, where the conference was 
again under the presidency of 
Mr. Lyttelton. 

In 1951 the attention of the 
world of advertising was focused 
on London for the great Inter- 
national Advertising Conference, 
which coincided with the Festiva! 
of Britain. The president of the 
conference was Lord Mackintosh 
of Halifax. 

In 1952 came the first of the 
“streamlined” conferences at 
Brighton. The Eastbourne con- 
ference last year will long be 
remembered for Aneurin Bevan's 
attack on advertising. 


Two to remember 
in Scotland .. . 

“THE CAMBUSLANG 
ADVERTISER” 
“THE 
EAST KILBRIDE NEWS” 


Circulating in Lanarkshire, 
Scotland’s most thickly pop- 
ulated County. Enquiries, 
etc., direct to 

10/12 TABERNACLE LANE, 
CAMBUSLANG, LANARKSHIRE 


Serving a populous mining area 
LOCHGELLY & DISTRICT 
TIMES 

COWDENBEATH & DIST. 
ADVERTISER 


Cover a 60,000 population in two 
prosperous mining burghs and 
several mining villages. 

Only papers printed and published 
in the area. 


Publishers: 
John Westwater & Son, Lochgelly, Fife 


G. F. KRUSE 


LTD. 


37 SPRING STREET W.2. 


For YOUR Art Work 
NASH & Co 


Commercial Artists 
8 ALBERT ROAD 


Phone BOURNEMOUTH Six 
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Media 
Planner 


ERWIN WASEY 
& CO. LTD. wish to 
engage a first class 


Tuts is an important 
appointment carrying 
substantial remuneration, 
and the successful man 
must have a thorough 
knowledge of British media 
structure and characteristics. 
He will be required to 
initiate, appreciate, 
and apply readership and 
other media research, 
and to link such research 
with the individual 
advertiser’s marketing 
problems and strategies. 

He must be able to blend 
cold economic facts with 
special qualitative 

factors, and to prepare, 
write up, and justify 

media recommendations for 
a wide variety of 
advertising campaigns. 

He must be an ‘‘advertising” 
man and a “‘marketing” man 
as well as a “media” man. 
Write in confidence, 
outlining career 

and qualifications to 


Vv. K. Watson 


€/, ERWIN WASEY 
& CO. LTD., 


Brook House, 
Park Lane, W.1. 


CLASSIFIED ADVERTISEMENTS BL APPOINTMENTS VACANT | 


RATES: Al PAGAN, S 66. per ne, ie. ow Gustey sant tach 
WANTED, 3s. per line, 35s. per 


4s. \. 
charge, one line plus 9d. covering postage, etc. Series rates on 
advertisements onder seven insertions MUST BE PREPAID. Address “Advertiser's 
Weekly,” 180 Pieet Street, London, E.C.4. CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT . 


“The engagement of persons answering these advertisements must 
cal Office of the Ministry of Labour or a Scheduled Employment 


of 
|i 


f 
i 
| 


s 3 
be made through a 


STILL LIFE ARTISTS 
wanted for steadily expanding studios 
Secure, well-paid positions. 
Superannuation Scheme 
Write or telephone for appointment with Art Director 


STUDIO IRWIN LIMITED 
Irwin House, 11 Gough Square, EC4 °* City 2171-3 


RETOUCHERS AND LETTERER 
quired by Marshall Studios Lad, whe 
have acquired additional premises 

Must be able to prepare colour visuals = A ete W.C.2. Phone: HOLborn 

and accurate working drawings for 


Displays, Exhibition and Industrial 7: — BATA SHOE OO. LTD., 
Design Some knowledge of typo- have a vacancy for an Artist to work 
graphy and production processes in with their 


Window Display Staff wo 
prepare prototype displays Excellent 
prospects for a man who has designing 


print, plastic, wood and metal essen- 
tial. A permanent, interesting opening 


for imaginative, keen and industrious and creative ability t produce good 

man. In first instance send specimens, display background, etc. Contributory 

brief details of experience, to Miss P. pension scheme. Accommodation avail- 

Hot 33° Jubilee Place, London, able in Staff Hotel for single man. 
- Apply Staff Manager, East Tilbury, 

an smith sais Please full 
Hammer . state PUBLICITY DEPARTMENT of | 
an of experience and salary BP - 


engineering company requires assistant 
to help with production of catalogues, 
leaflets, manuals, etc. Knowledge of 
artwork, blocks and printing required 
Some engineering knowledge necessary 
Five-day week Wet London area. 
Send no specimens in first application, 
State age, experience and salary 
required 

Box 7487 Ad. Weekly 180 Pleet St BC4 


expected 

Box 7408 Ad. Weekly 180 Fleet St BC4 
PRODUCTION ASSISTANT for West 

End Agency. Some knowledge of 

production routine, ability to —_ 

ou rough adaptations an 

Write, giving full details of ae an 

and salary required, to 

Box 7484 Ad. Weekly 180 Pleet St BC4 


SHILPI LTD., Advertising Consultants of Bombay 
invite applications for the post of 
OPERATING DIRECTOR 


Shitpi Led. ts an advertising agency which also gives service to clients on 
general marketing and product development problems. The job of the 
Operating Director, which is a new appoiniment, will be to manage, within 
an agreed policy framework, ali the work of the agency from the maintenance 
of client relationships w the completion of advertising and other services. 
The successful applicant, who could be cither a man or a woman, would be 
offered a seat on the Board of which he would be the enly full4ime working 
member. The job demands general experience of modern advertising techniques 
and comemporary design and preferably particular experience in some creative 
branch of advertising. Applicants should also have experience in a managerial 
role in cither an advertising agency or in the advertising departmem of a 
large company marketing multiple products, preferably in the consumer ficid 

A starting salary of Rs3,230 per month (1 Rupee = Is. 6d.) is offered 
(£3,000 p.a.) for am age range of 31-38. A car, with an allowance for agency 
running, would be provided, Overseas leave at the rate of 44 days per year 
Gancluding travelli.g) and leave (non-<curmulative) ac 1] days per year will be 
eramed. Pussages for the director and family (up w two children) at either 
tourist air fares or equivalent first-class boat fares will be provided on first 
appointment and return passages at similar rates once in every three years of 
service. The ih of each tour of duty and the frequency of overseas leave 

with the needs of the job and the wishes 


Upon first appointmen an allowance of £50 tw assin in 


paid. Further information about the post may be obtained from the Tavistock 
Institute of Human Relations, 2 Beaumont Strect, London, W.1. Applications 
should be addressed to the Chairman, Shilpi Lid., Shahibag House, Witter 
Road, Fon, Bombay 1, India. They should reach India mo later than 
wth May, 1954, and earlier if possibile. All a and 
enquiries will be treated in strict confidence. 


It is proposed to hold a selection procedure in London in the second half 
sth eee a an ee ee a 


ADVERTISER'S WEEKLY 


CARLTON 


want 


ARTISTS 
pati 


THEY OFFER 


First-class work from 
leading art directors 


Good companionship 
and association 
with leading artists 


Generous rates of pay 


to good man 


A five-day week 
Hours 9 a.m. to 5.30 p.m. 


Time and a half for 
overtime 


Superannuation scheme 
for long-term employees 


Planned studios 
overlooking famous 
London Square 


Paid holidays 


Write stating experience and 
salary required to Art Director 


CARLTON ARTISTS LTD. 
38 PORTMAN SQUARE, W.1 


Do not send specimens 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


VERSATILE 
GENERAL ARTIST 
required by progressive 


APPOINTMENTS VACANT 


employment, 
Notiiediion ef Verena Gate 1998.” 


Agency in Kenya 
Commencing salary depends upon 
experience and ability. First contract 
isfor four years. Send full particulars, 
references and originals or photo- 

prints of work to: 


BUNSON ADVERTISING SERVICE LTD. 
Box 5456, Nairobi. 


PRODUCTION ASSISTANT /SECRE- 
TARY, female, required for firm of 
publicity consultants, Experience of 
copy detail — es production 
routine, 8.W.1 
Box 7483 Ad. Weekly 180 Pleet St BC4 


for cinema screen 


desirable. 


Well-known firm of Showcerd Mounters 


ARTISTS 


Required for preparation of pictorial colour designs 
advertisements. 
ALSO 


LETTERING/LAYOUT ARTISTS 


for small visuals in pencil. Ability to suggest captions 


EXPERIENCED applicants please telephone 
STUDIO MANAGER 


THEATRE PUBLICITY LTD. 
HAMPSTEAD 8281 


require GENERAL ARTIST required by London 
patio for line, tone and colour work. 
ASSISTANT TO WORKS MANAGER aol tawe ane eotiied of Ol 


> 
Box 7426 Ad. Weekly 180 Fleet St BC4 


COPYWRITER OR 


needed by a London Agency One 
who is capable of conceiving forceful, 
readable copy for prestige brochures 
and like print jobs for technical and 
© accounts. This copy must 


ARTIST 


Box 7364 required by 


Aévertioer's Wookly 100 Mest St £64 CRASKE, VAUS & GCRAMPT ON, LTD. 


83/4 Long Acre, rts 2 =Tem. 0227 


WANTED for large international adver- 
tising agency, male Production Order 

salary required, to Napper, Stinton, Clerk, used to ordering blocks, etc., 

Woolley Lid. 14-19 Gt, Chapel from printers 

Street, W.1, Box 7488 Ad. Weckly 180 Fleet St BC4 


SECRETARY TO EXECUTIVE in 
Fashion Editorial Department (prefer- 
ably with similar experience). Able w 
use initiative and take responsibility. 
Write, stating ape, experience and 


Saward, Baker 


require 
another outstanding 


VISUALISER 


Must be a good advertising man as 
well as a first-class advertisement 
designer; young (preferred), versa- 
tile, and forward-looking; accust- 
omed to work as member of a team 
and able to show fruits of experience 
on important National Accounts in 
the leading Agency field. Holiday 
granted this year. 

Only if you feel you can measure up 
to stated requirements, please write 
giving details of experience, age and 
salary required, to; 


The Managing Director 
Saward, Baker & Co. Ltd. 
27 Chancery Lane, London, W.C.2 


be supported by firm, “post-contem- 
porary” ideas on layout and gencral 
approach shown in pencil scamps. A 
good salary will be paid and the even- 
tual position within our organisation 
is commensurate with the ability of 
the successful applicant. Write full 
details of age, experience and —— 
required, in strict confidence, 

Box 7482 Ad. Weekly 180 Fleet st BC4 


REGIONAL 
ADVERTISING 
ADVISER 


A large export concern in London 
invites applications for the post of 
Travelling Advertising Adviser to 
@ number of overseas companies 
selling a class of branded consumer 

s. Two men will be required; 
one for Middle Eastern countries, 
the other for parts of Europe, the 
Eastern Mediterranean and East and 
West Africa. The men appointed 
will be about 30 and must be 
prepared to be away from the 
U.K. for a large part of the year 
They will be expected to bring a 
keen and experienced mind to 
bear on local marketing problems 
and to advise on ways and means 
of advertising to the consumer in 
each territory. Before taking up 
their duties they will be given 
adequate training in the U.K. in 
the selling and distribution methods 
employed by the companies con- 
cerned. Write with full details of 

career to: 


Box V.500, Willing’s 
362 Grays Inn Road 
London, W.C.1. 


ASSISTANT 


TO STUDIO MANAGER 
required by Publishing House of well- 
known group of Trade and Technical 
Journals, Must be good lettering /lay- 
out artist, with sound knowledge of 
typography, able to create, design and 


blocks essential, Age 30-35, with at 
least five years’ . 


. Write in first instance, giving 
age and full particulars of experience 


and salary expected, w Personne! 
Director, Morgan (Publishers) 


May 6, 1954 


APPOINTMENTS VACANT 
FIRST-CLASS 
ADVERTISING COPYWRITERS 
needed in AUSTRALIA 


The Advertising Director of an 
important Australian group of news- 
papers who is visiting London has 
been asked by Australian advertising 
agencies to contact first-class ad- 
vertising copywriters who would 
like to make their home in Australia. 
Good salaries and a sound future 
are promised. If you would like to 
explore this matter further write to : 


D.JR., CARE NATIONAL BANK OF 
AUSTRALASIA, STRAND BRANCH, 
AUSTRALIA HOUSE, LONDON, W.C.2 


LAYOUT ARTIST required for Agency 
Studio, experienced particularly § in 
Visuals and Roughs for press work. 
Only first-class man considered. Write, 
or call to see Art Director, W 
Hopwood & Co., Ltd., 67a, Mosley 
Street, Manchester, 2. 


E. W. BARNEY LTD. 
require 


ANOTHER ARTIST 


young, keen, and interested 
in all forms of Studio artwork 
including some lettering. 

. say between 20 and 25 
years of age, with Agency or 
Studio experience. 

.. . who would like a permanent 
and progressive position in an old 
established agency with young 
ideas 


Write in first instance stating age, 


experience and salary required to: 


E. W. BARNEY LTD. 


4 New Court, Lincoln's Inn, 
London, W.C.2 


ADVERTISEMENT REPRESENTATIVE 


required for important tade and 
technical journal to cover Warwick- 
shire, Worcestershire and 6 South 
Staffs Full time appointment with 
good prospects for right man. Resi- 
dence in or near Birmingham prefer- 
able Applicants should write in 
strict confidence stating age, business 
experience and salary required to 

Box 7494 Ad. Weekly 180 Fleet St BC4 


First-class 


Lettering 
and 


Layout Artist 


required 
by periodical and book 
publishers. Five-day week. 


Superannuation scheme. Write 
giving details of age, 
experience, salary required. 


Box 7447 
Advertiser's Weakly 180 Fleet St EC4 


i $ ca 
wig es 300 ae 
: ‘ / Situations Vacant: “The engagement of persons answering these advertisements must — 
| - | be made through a Local Office of the Ministry of Labour or «a Scheduled Employment 
‘ | Agency if the applicant is a man aged 18-64 inclusive or woman aged 18-59 inclusive 
. : | or or | 
a | = 
oe aa 
c Ps es | | Po 
ate: ® a ak 
oe i. c F TIE = 
: | ee =6AUTHOR is | 
: ‘ | 
* ta any | 
) some knowledge of wade essentisl. Age FIRST-CLASS 
as. sbout 35. Write giving age, experience, AEROGRAPH & GENERAL 
xe anche PT 
| 
ee 
7 
—_s 
; oly : a 
+ aie - — So Po 
ae asst k w ad- | 
bi 4 ver Experience ir cring | 
| ee : - __ 
a SE 
ile 1 wz. 
= i . . 
SS wcll Phone your Classifieds to CHA 8844 (Ex 25) 
s ae . 7 a cee aera on ye - = # Ba: i: fal a 4 = 4 
oe ‘te Secs ie . ae ; of ane Pieces 2) So, | 7 is :. a ae 


May 6, 1954 


APPOINTMENTS VACANT 


ARTIST-DESIGNER 


aged 25-30 required for the Advertising 
Department studio in Westminster of « large 
export manufacturer. Although some finished 
drawing would be required the work consists 
largely of packet and show-card design. 
Working dit are genial, the post 
is & permanent one and pensionable. 
Progresuve salary Staff restaurant. Applic- 
ations, accompanied by three original 
specimens in colour, which will be returned, 
should be made in writing to: 


BOX Y.482, WILLING’S 
362 Grays Inn Road, W.C.1 


JUNIOR PRODUCTION CLERK RE- 
Knowledge of typesetting 
and process work desirable, but not 
Applications stating salary 
Production Manager, 
Rumble, Crowther & Nicholas Lid., 


QUIRED. 


essential. 
required to 


184 Strand, W.C.2. 


Assistant for 
Film Department 
of the L.P.E. 


Position of GENERAL ASSISTANT 
to Screen Space Buyer offers ex- 
cellent opportunity to young man 
(21-25) to progress in the cinema 
advertising field. 
Knowledge of film distribution and 
ability to handle projection equip- 
ment an advantage. 
Please write stating experience and 
salary to: 
Manager 

Screen & Radio Department 

LONDON PRESS EXCHANGE LTD. 


101 St. Martin's Lane, W.C.2 


PUBLICITY. Woman publicity execu- 
tive with experience of journalism and 
Public relations required by modern 
agency. Must have good personality 
and contacts in newspaper, magazine 
worlds, ctc. Bright journalistic style, 
first-class promotional ideas for home 
hints, diary and picwre-stories. 
Knowledge of cookery  desirabic. 
Please write 


Box 7496 Ad. Weekly 180 Fleet St BC4 


PRODUCTION 
ASSISTANT 


required 


Experienced in handling all stages 
of mechanical detail, required to 
work on National and Technical 
Accounts. Holidays will be 
arranged. Apply in own hand- 
writing for interview, giving details 
of age, experience and salary to 


PERSONNEL MANAGER 


Clifford Martin Ltd. 
Piccadilly House, 
Piccadilly Circus, 

London, $.W.1 


CLASSIFIED ADVERTISEMENTS 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


not essential. 


A large London Agency 
now forming an additional 


CONTACT-PRODUCTION GROUP 


requires a 


PRODUCTION MAN 


to take charge of mechanical production, working in close 
association with the group’s Account Executive. 

He must be agency-trained, with 3 to 5 years’ experience, 
and used to working on his own initiative. Good prospects 
for promotion, five-day week and holiday. 
ASSISTANTS There are also vacancies for two 
assistants—some production experience an advantage—but 


Box 7491 Advertiser's Weekly 180 Fleet St EC4 


Production Man 
required by 
Leading West End Agency 


He must have # thorough grounding in all 
phases of production and be perticularty 


Scheme. 5-day week. (Our staff are aware 
of this advertisement), Write giving full 
detaids of experience and salary required to: 
Box 7328 
Advertiser's Weekly 180 Fleet St EC4 


SECRETARY TO EXECUTIVE. Pre- 


vious agency experience essential, Must 
have high standard of shorthand and 
typing. Write, stating age, experi- 
ence and salary required, to Napper, 
Stinton, Woolley Lid, 14-19 Gt 
Chapel St., W.1. 


TECHNICAL WRITER REQUIRED by 
Publications deparument of large cn- 
gineering company for service manuals, 
parts lists, etc. Some Knowledge of 
similar work with engineering firm 
essential. Five-day week. West Lon- 
don areca. State age, experience and 
salary required. 

Box 7486 Ad. Weekly 180 Fleet St EC4 


EXPERIENCED 
ADVERTISING 


MANAGER 
REQUIRED 


Beecham (Northern) Limited of 
St. Helens, Lancs. seek a fully quali- 
fied executive to take charge of 
Advertising Department and main- 
tain high level Agency Contact. 
This position calls for proved ad- 
ministrative ability. Applicants, who 
should be between the ages 30/40, 
must have first-class all-round ad- 
vertising experience and be capable 
of implementing advertising policy 
involving substantial appropriations 
for both Home and Export markets. 
Experience of budgetary control, 
and the supervision of departmen- 
tal records essential. A practical 
knowledge of all classes of media, 
including outdoor, cinema and 
radio advertising, print and display 
material, an advantage. Pension 
scheme in operation. 

Write in confidence, giving details of 
experience, age and salary required to: 


The Managing Director 
Beecham (Northern) Limited 


St. Helens, Lancashire 


PROCESS ENGRAVING. Young man 


required for booking in and following 
through al! classes of block reproduc- 
tions. Technical knowledge essential. 
Good opportunity for the right man. 
Apply, —— age, experience, and 
salary required 

Box 7455 Ad. Weekly 180 Pieet St BC4 


PACKAGING-ADVERTISING Executive 


responsible for Merchandising Promo- 
tion of three Companies, with Leicester 
headquarters, requires Assistamt. Not 
an opening for a “‘clockwatcher” but 
offering ample scope for someone who 
prefers variety to routine in Correspon- 
dence and Day4o-Day problems. 
Purchasing or Advertising Agency 
experience could be an advantage. 
Please mention in first instance Brief 
History, Age, remuneration expected. 
All letters acknowledged, 

Box 7454 Ad, Weekly 180 Fleet Si, BC4 


FIRST CLASS ARTIST 


required, experienced in litho’d 
showcards and cut-outs, Must be 
good all-rounder, including figure 
work. Paid holiday this year. Hours, 
9.30-5.30, no Sats. Position offers 
excellent opportunities to right 
man. ‘Phone Euston 1857 or 8157 
or write, 


Box 7490 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION. 


London Agency has 
vacancy for a fully experienced agency 
trained Production Man Five-day 
week. Holidays as arranged. Write 
fully including age, experience and 
salary required (o 

Box 7505 Ad. Weekly 180 Fleet St BC4 


ABLE PRODUCTION MAN is offered 


early opportunity of becoming Produc- 
tion Manager of medium-sized West 
End Agency, handling quality accounts. 
All-round production and media «a- 
perience with similar agencies cssen- 
tial. Write, in confidence, experience 
and commencing salary required. 

Box 7495 Ad. Weekly 180 Pleet St BC4 


TECHNICAL ARTISTS required for 


Publications Department. An intcrest- 
ing and varied work programme calls 
for - ner 4 to produce first-class perspec- 
line and half-tone from 
a and personal investigation. 
Working conditions are excellemt, the 
surroundings congenial and the positions 
permanent. Pension and 
schemes cxist and practical assistance 
with housing will be given. 
stating age, ex 


CREATIVE 
TYPOGRAPHER 


WANTED 


Modern outlook 


instinct for enterprising letter forms 
in design for advertising. Must be 
able to produce finished layouts show- 
ing type selections. 


Telephone for an appointment 
GENERAL MANAGER'S OFFICE 
McCann-Erickson Advertising Ltd. 


BRETTENHAM HOUSE, W.C.2 
TEMPLE BAR 6600 


. and with an 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


CREATIVE 
LAYOUT MAN 


not at the standard required, 
but who may heave the necessary ability, 
will be considered. in the first instance 
write, giving twill particulars, to: 


SCOTT-TURNER 
& ASSOCIATES LTD. 
17-48 DOVER STREET, LONDON, W.! 


PRODUCTION DEPARTMENT. A large 


Wen End Agency has a vacancy for @ 
fully experienced man w  handie 
mechanical production and copy detail. 
Write full details and salary required 


to 
Hox 7367 Ad, Weekly 180 Pleet St BC4 


ARTIST REQUIRED FOR 
PACKAGING STUDIO 


A mon with at least six years’ experience 

of black and white finished drawings and 

whe is capable of really highly finished 

work would find this on interesting and 

varied job with good salary and excellent 
conditions. 


Box 7610 
Advertiser's Weekly 180 Fleet St EC4 


LAYOUT ARTIST, Well-known London 


Agency has a vacancy for a first-class 
Layout Man Must be capable of 
producing first-class pencil roughs for 
Presentation to clients, Holidays by 
arrangement. Write 

Box 7506 Ad, Weekly 180 Fleet St BC4 


| CLASSIFIED ADVERTISEMENTS | 


APPOINTMENTS. VACANT 


“The engagement of 


ving these advertisements must 


persons answe 
| be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
id? -1¢4—A te, Lt 4, ~ 


Notification of Vecuncice Onder 1951." 


of the 


2 TRAFFIC MEN 


“Age 24 to 28 required immediately for busy department. 
To work closely with Account Executives and Depart 
mental Managers. Production experience essential. Must 
be able to control flow of work to meet press dates. 

Write or phone, 
Traffic Manager, Alfred Bates & Son Ltd. 
130 Fleet Street, E.C.4. Phone: CENtral 8831 


CLERK, MALE OR FEMALE, required 


by Smdios in Westminster district. 
Previous experience of dealing with 
blockmakers and printers would be an 
advantage. we stating age, details 
of experience salary required, 2 
Box 7451 Ad, Weeks 180 Fleet St BO4 


PRINTING OFFICE ORDER CLERK 


required for East Africa. Work en- 
tails interviewing customers, making 
out works instructions, and checking 
progress. General knowledge of 
letterpress anrd lithography important. 
Starting pay and allowances £900 per 
annum, Provident fund and medical 
benefits. Home leave after four years. 
Passages paid Healthy climate. 
Apply in writing stating age, marital 
state and with details of waining and 
experience, and copies of references, 
to Davis & Soper Lu., 52 and 54 
St. Mary Axe, London, E.C.4, 


PRODUCTION DEPARTMENT. Young 


man, keen, accurate and methodical, 
with general knowledge of typesetting, 
blockmaking, etc., and accustomed to 
handling “copy” schedules and woking 
after the administration end of Agency 
production work. Say what you have 
done and are doing now. Holiday 
arrangements respected, Write Box 
J1.A.B., Brockie, Haslam & Co... 231 
Strand, London, W.C.2. 


Leading London Agency has vacancy 

for a young man (25-35) who is an 
experienced Account Executive, with a 
good knowledge of the women’s outer 
garment and textile trades, both from the 
manufacturer’s and retailer’s standpoint. 
The successful applicant will have had a 
good education. He will be a sound critic 
of advertising, will have a good knowledge 
of media and will be able to discuss 


advertising and sales promotion policy at 


the highest level. 


Write Box 7432 
Advertiser's Weekly 180 Fleet Street EC4 


TWO_ GENERAL 


ARTISTS 


required by 


A.T.A. ADVERTISING LTD. 
FINISHED ARTWORK and 
LETTERING. Experience of 
Retouching an advantage. 
Good prospects and conditions. 
Holidays this year considered. 
Ring GROsvenor 6744/5/6 
or write 


141 NEW BOND ST., LONDON, W.1 


COMMERCIAL ARTIST—Display Studio, 
20—-£545 


Leatherhead. Salary £485 x 

under N.J.C. Grade 2, Superannuable. 
Experience required in poster and show- 
card design, general art work for ex- 
hibition and window display work 
and silk screen processes. Applications, 
giving details of experience and two 
referees, to Area Display Supervisor, 
South-Eastern Electricity Board, Bridge 
Street, Leatherhead, by May 19, 1954. 


David Judd Associates Ltd. 
require a 


STUDIO REPRESENTATIVE 


having a successful record and 
sound connections in the Agency 
and Artwork field. Future prospects 
are excellent. A good salary and 
commission will be paid. 

Fullest details to: 
175 Piccadilly, London, W.1 

Mayfair 5560 


ASSISTANT ACCOUNT EXECUTIVE 

required with sound knowledge of 
production and general agency routine 
Previous experience of client contact 
and the ability to inspire confidence in 
others essential. Write full details 
of age, experience, salary required, 
ete.. to General Manager, Smee's 
Advertising, 3-5 Duke Street, Man- 
chester Square, W.1. 


CEN. 2824. | 


May 6, 1954 


RETOUCHER 


required 


Capable artist fully experienced in 
all types of retouching with 
emphasis on mechanical subjects. 
Good conditions. Five-day week. 
Existing holiday arrangements 
sympathetically consi : 
Write or ‘phone : 
BATESON & STOTT 
45 St. Paul's Churchyard, E.C.4. 
CENtral 2664 


LADY ASSISTANT tw Account Execu- 


tive required by W. London Agency. 
A sound knowledge of production is 
essential plus keenness and ability to 
work on own initiative. The position 
offers plenty of scope w the right 
person for learning and progressing 
with a friendly team in a growing 
agency dealing mainly with Trade and 
Technical accounts Five<lay week 
Write only initially stating age, cx- 
perience and present salary to A.G.R.. 
18 Thurloe Place, S. Kensington, 
S.W.7. 


ARTIST 
For Cut-Out Showcards 


We want someone fully experi- 
enced in the ‘know-how’ of collap- 
sible 3-D cut-outs in card. Good 
lettering essential — some figure 
work an advantage. 5-day week. 


Also JUNIOR ARTIST 
to assist with above. Chance for 
the right young man with basic 
training to get started. 


Box 7481 
Advertiser's Weekly 180 Fleet St EC4 


CREATIVE ARTIST required. Must be 


capable of producing visuals on his 
own initiative and preparing finished 
roug! to Presentation standard. 
Write stating age, experience and 
salary to General Manager, Smeec’s 
Advertising, 3-5 Duke Street, Man- 
chester Square, W.1. 


MORE O'FERRALL LTD. require a 


representative living near Birmingham 
for sitefinding and negotiating 
in Midlands and South Wales. Pre- 
pared to travel. Salary, commission 
and expenses paid. Write full details 
of carer tw 103, Bristol Road, 
Birmingham, 5. 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


A Thoroughly Experienced 
PUBLICITY 
EXECUTIVE 


is wanted by engineering firm 
on Merseyside. Must possess 
experience in preparation of 
catalogues, planning advertis- 
ing and general publicity 
matters. 

Organising ability essential. 

Only men of high calibre 
need apply, stating age, ex- 
perience, 

Box 7480 

Advertiser's Weekly 180 Fleet St EC4 
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May 6, 1954 


TOP FIGURE 
ARTISTS 


First-class figure men required for 
well-known London studio. Top 
salaries for right men. Holidays 
this year by arrangement. 


Studio staff have been notified of 
this advertisement. 


Box 7402 
Advertiser's Weekly 180 Fleet St EC4 


FIRST 


CLASS REPRESENTATIVE re- 
quired by well-known London Ex- 
hibition and Display Contractors. 


Applicants with strong personal con- 
nections desired. Good basic salary 


able of warranting a 
of not less than £1750 pa, — 


apply to 
Box 7479 Ad. Weekly 180 Fleet St. BC4 


WRIGHT ARTS LTD. 
require a further experienced 
Lettering and Layout Artist. Write 
or ‘phone for an appointment to : 

STUDIO MANAGER 
WRIGHT ARTS LTD., 49 Old Bond St., W.1 
Tel. MAY 1940 


EXPERIENCED VOUCHER - CLERK 
required by busy West End Agency. 
Age 25/35. Must be prepared to take 
responsibility in a steadily expanding 

Excellent opportunity for 

Write, stating age, 

required to 

Leod., 9 Berkeley 


L APPOINTMENTS VACANT CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


"ASSISTANT TO 
ADVERTISING 
MANAGER 


fequired a) busy publicity department 2 


SE. E. London. Thisiss post with real ioe 
for advancement for a thoroughly trained 
young advertising man with considerable 
production background. He will heve to 
work very largely on his own initiative and 
heave the personality to deal with senior 
executives, who will rely largely on his 
advertising experience The organisation 
employs Agents, but a great amount of work 
1s carned through trom initiation to completion 
within the department. The salary will be 


on exp . Salt Pension 
Scheme. Preference given to men under 30 
Send full details, experience, age, etc., 
which will be treated confidentially, to : 


AK. ADVERTISING 


212a Shaftesbury Ave., London, W.C.2. 


PRODUCTION 
MANAGER 


This progressive agency 
requires a first class 
Production Manager— 
preferably one who is at 
present holding a 
similar position in a 
busy agency. Write or 
‘phone for appointment 


to: 


CRANE PUBLICITY LIMITED 
Quality House, Quality Court, 
Chancery Lane, London, W.C.2 

Telephone: Chancery 5287 


PRESS AND PUBLIC RELATIONS. 


Young woman required by old- 
established West End Tailors and 
Outfiuers. Write, giving details of 


experience and salary required, to 


Box 7489 Ad. Weekly 180 Fleet St BC4 


ADVERTISEMENT REPRESENTATIVE | 
Area by 
Publishers of Gas 
Salary, 
Write, giv- 
the 
Managing Director, Walter King, Lid., 
Street, E.C.4. 
will be weated in strict 


required in the 
Walter King Lid. 
Journal, Gas Service, ete., Cte. 
commission and expenses, 
ing full details of 


London 


career, wo 


il Bok Court, 


Fleet 
All replies 
confidence. 


on women’s wear. 


CREATIVE 


TEAM MANAGER 


A vacancy occurs in a leading London agency 
for a fully experienced creative advertising 
man to manage a small section concentrating 


The successful applicant will have a flair for 
fashion, and will be of proved ability in the 
creation of successful advertising in this field. 
A full knowledge of advertising processes and 
techniques is essential, as are the quality of 
leadership, a sense of responsibility and pride 
of craftsmanship. Salary for discussion. 


Write Box 7431 
Advertiser's Weekly 180 Fleet Street §&C4 


A rv —— or“ AGENCY, 


London office vacancy for 
accountancy-minded young man or 
woman, preferably, although not essen- 
tially, with some experience of ouidoor 
publicity, Good commencing salary 
will be offered the successful applicant 
Box 7461 Ad. Weekly 180 Flee: St BC4 


= ARE LOOKING FOR A MAN who 


keen on checking interesting full 
A advertisements and able to main- 
tain records This is no ordinary 
voucher job. Agency experience is not 
important. Five-day week. West- 
minster, Please write to 
Box 7448 Ad. Weekly 180 Fleet St BC4 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


“WOMAN” 


Excellent opportunity for young 
woman artist in “Woman” Art 
Department. Applicants must have 
ability in executing figure and 
decorative work in line and colour, 
preferred age between 20/25 
Candidates should send specimens 
of their work and particulars of their 
experience to the 


ART EDITOR 


“WOMAN” 
189 High Holborn, London, W.C.! 


DRAUGHTSMAN /ARTIST, Excellent 


prospects for young draughtsman /artist 
in carly 208, to specialise in drawings 
for scientific and medical research 
journals, text — etc, Lettering an 
advantage but essential, Write, 
giving full devaite, w T. P. Collings 
& Co., 22 & 


Cc Street, J 
(MUS 434) 


CENTRAL ART 


require first-class retouchers and 
top lettering artists. Ideal studio, 
5-day week. ‘Phone for appoint. 
ments, Mayfair 8907. 

CENTRAL ART, 309 OXFORD ST., Wi 


ASSISTANT FOR ADVERTISING DE- 


PARTMENT of icading 
electronics company. Previous experi- 
ence in advertising department of 
agency essential. Age approximately 
22-25 Salary according to age and 
qualifications, Wrive, giving full details 
of age, previous experience and quali- 
fications, to 


Box 7453 Ad, Weekly 180 Fleet St BO4 


radio §=and 


Young 


lettering 
artists 
who can make 
quick, clean, 
accurate 
layouts 


(pencil & ink) 


Ring Mr Ronald Terry 


at GROsvenor 3477 
EVERETTS ADVERTISING LTD., 10 HERTFORD STREET, W.1 


Everetts 
need now 


acetals 


Young 
typographers 
used to 
speedy 
typesetting 
specifications, 
adaptations, 


masking. 
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ADVERTISER’S WEEKLY 


APPOINT Tian VACANT 


VERSATILE 
COPY/IDEAS MAN 


required as theme originator for 
fast-moving consumer and trade 
accounts. Essential qualities, a 
lively mind, alert to topical events 
and human instincts, plus proved 
capacity to inspire desire to buy. 
Salary to correspond. Paid holiday 
this year. 


Box 7464 
Advertiser's Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS | 


ede VACANT 


2 ¢ persons answering these advertisements must 
Yilice of the Ministry of Labour or « 
4 


Scheduled yment 
Oi Py 


empwy 


ts from 
Vacancies Order 1952.” 


LEADING TECHNICAL a 


TION require part-time Midlands Ad 
bag 7 . Representative. 
Ad, Weekly 180 Fleet St BC4 


“WOMAN” 
Expert Lettering Artist 
required 


in “Woman” Art Department 
Applicants should have experience 
in preparing originals for repro- 
duction. Candidates should send 
specimens of their work and particu- 

lars of their experience to the 


ART EDITOR 


“WOMAN” 
189 High Holborn, London, W.C.1 


Production Assistants 


Male or female. Preference for 

those who have already had 2 or 

more years agency experience, 
and able to order blocks. 


Write or telephone for appointment, 
to the Production Manager, 


Fleet St., E.C.4. City 6911 


ENCED ALL-ROUND ARTIST 

bay service completed) for Man- 
chester Advertising Agency 

Box 7405 Ad, Weekly 180 Pleet St BO4 


COPYWRITER required for Sales 


Promotion Dept. (London Head Office) 
of well-known Chain Store organisation. 
Successful candidate must be a young 
man (r woman) with ideas and the 
ability w write effective copy for 
tickets, leaflets and Press advertisements. 
Previous similar retail experience de- 
sirable. Pension scheme, Write, giving 
details of experience, age and salary 
required, to 

Box 7462 Ad, Weekly 180 Fleet %& BC4 


ASSISTANT IN OFFICE of busy firm 


of general leuerpress printers required, 
capable of undertaking estimating, cost- 
ing, ordering, etc., under the super- 
vision of the Managing Director. 
Opporwnity for young man with right 
background to advance Ww executive 
position. Write in first instance, 
stating age, experience and salary re- 
quired, ctc., to 

Box 7508 Ad, Weekly 180 Fleet St BC4 


Resourceful 
SENIOR 
VISUALISER 


Work mainly press advertisements 

for consumer accounts requiring 

strong, lively display in a variety 

of Busy, down to earth, 

but friendly Agency. Holiday 
this year. 

Also STUDIO JUNIOR 
from Art School for general help. Progress 
encouraged. For both posts apply by 

letter only to: 
Box 7465 
Advertiser's Weekly 180 Fleet St EC4 


JUNIOR DRAUGHTSMAN, aged 21-25, 
with basic training in engincering | 


drawing and flair for semi-artistic lay- 
out work, required in Sales Department 
of S.E. London Engineering Company. 
Applications, stating age, experience 
and salary required, to Box A.W.640, 
c/o 191 Gresham House, E.C.2. 


ANOTHER SPACE 


WANTED, London areca, Trade 
Journal Commission and expenses. 
The Surplus Register Lid., 8 Storey’s 
Gate, Westminster. S.W.1. 


REQUIRED AT CAMBRIDGE, for 


highly interesting work in congenial 
country surroundings and excellent 
working conditions, a Carpemer for 
display and publicity, Experience not 
so essential as adaptability and sound 
workmanship. Write, stating age, full 
particulars and salary required, to 

Box 7463 Ad, Weekly 180 Fleet St BC4 


| 
| 


May 6, 1954 


APPOINTMENTS VACANT 


DESIGNER 
required for 
PACKAGING STUDIO 
A man aged between 25 and 35 
years with previous experience 
in this line and who has real 
creative ability. He must be 
accustomed to handling all stages 
of the work. This position offers 
plenty of scope to the right man. 
Box 7446 
Advertiser's Weekly 180 Fleet St EC4 


Bor 7460 Ad. Weekly 180 Fleet St BC4 


PUBLICITY ASSISTANT 


WANTED 

A leading petroleum company 
requires a male assistant 25-30 
years old, for their Publicity Divi- 
sion at Head Office in London. 
Appiicants should have had at 
least 5 years Agency experience. 
Some knowledge of outdoor ad- 
vertising an advantage. Good 
salary with proszec's, with pension 
scheme. 

Apply in writing with full details of 

age, previous experience, to: 


Box 7485 
Advertiser's Weekly 180 Fieet St EC4 


ARTIST REQUIRED. Experienced 


Airbrush work and lettering. 
with specimens, L 1 
Poultry, E.C4, Tel.: City 3942. 


SAWARD, BAKER 


require a 


FIRST CLASS LETTERING ARTIST 


for work of the highest quality, including 


script. 


If he can do simple drawings in addition it 
would be an asset but the emphasis is on 


lettering. 


It is a unique chance to work with progres- 
sive people who are a happy crowd, in a 
comfortable studio with good light and every 
facility for producing good work. 


For applicants’ own convenience they should 
first telephone or write for appointment to 
Studio Manager, Saward, Baker & Co. Ltd., 
27 Chancery Lane, W.C.2 (HOL 3721). 


Graham & Gillies 


are looking for a 


SENIOR 
COPYWRITER 


He must be able to produce very good ideas some- 
times and workable ones always. He must be an 
experienced writer who understands the whole 
anatomy of advertising. He must work closely and 
constructively with artists, account executives and 
production men, taking an active interest in every 
campaign from first planning to final proof. He is 
probably about thirty-five, but we don’t mind if he 
is ten years older and ten years better. Needless to 
say he will receive a very good salary. 


Write (but please remember this is a senior copy appointment) : 
Tue Copy Curer,Granam & Gites Ltp, 37 Golden Square, 


London, W.1. 


Phone your Classifieds to CHA 8844 (Ex 25) 
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May 6, 1954 


CLASSIFIED ADVERTISEMENTS 


TECHNICAL 
COPY WRITER 


Applications are invited for the post of Tech- 
nical Copywriter in the advertising department 
of a large of g and 4 

appliance engeateation in S. s London. The 
successful applicant will be responsible for 
the writing of technical catalogues and the 
issue of information to the trade press, and 
must have proved ability at technical writing 
and preterably some experience in the elec- 
trical industry. Applications giving age, ex- 
perience and salary expected should be 

addressed to ; 


EMPLOYMENT MANAGER 
Messrs. JOHNSON & PHILLIPS LTD. 
Victoria Way, Chariton, S.E.7 


MAN CAPABLE OF OBTAINING NEW 
POSTER SITES required w operate in 
Greater London area. Permanent 
position for the right man. Write, 
with details of experience and remunera- 
tion required. 
Box 7452 Ad. Weekly 180 Fleet St EC4 
ADVERTISEMENT REPRESENTATIVE 
required, previous space selling experi- 
ence an advantage. Salary and com- 
mission, permanency Telephoto Prows 
Lid., 9 Cavendish Square, W.1. 
VOUCHER DEPT. Lady re- 
quired for medium-sized agency in 
W.C, area. Must have had some ex- 
perience and able to type. Five-day 
week, Write, giving age, experience 
and salary required, to 
Box 7457 Ad. Weekly 180 Fleet St BC4 


LADY ASSISTANT TO LETTERING 
and General Artist required for print- 


Young 


ing and paper converters studio in 
Tottenham, N.15. Good lettering and 
draughismanship essential. Write, 


Stating age and experience, tw 
Box 7458 Ad. Weekly 180 Fleet St BC4 


SECRETARY /PERSONAL ASSISTANT 
required by Publicity Manager, Oppor- 
tunity to learn about and assist in the 
handling of large-scale industrial pub- 
licity, Must be experienced shorthand- 
typist. Apply 
Box 7459 Ad. Weekly 180 Fleet St BC4 


BOY (OR GIRL) leaving school required 
by Lillywhites Lid, (of Piccadilly 
Circus) for their Advertising Dept. 
Lunch vouchers for Staff Canteen. 
Apply Staff Manager, WHI, 3181. 


SHORTHAND.-TYPIST required by Ad- 
vertising Agency for busy Production 
Office. Work also entails some clerical 
duties and keeping of records. Fast, 
accurate typing cssential Agency 
experience preferred but not essential, 
This post offers scope for advancement, 
Five-day week. Apply Stowe & Bowden 
Lid., 169 Piccadilly, W.1. 


SPACE-SALESMAN required by Edwin 
Greenwood Lid., 231-2 Strand, W.C.2, 
to work and develop some of their 
metropolitan and provincial weeklies. 
Previous selling experience not 
absolutely necessary, but some adver- 
tising knowledge essential, Letuers only, 
please, giving particulars of age, ex- 
perience and salary required. 


THE BRITISH TABULATING 
| ©COMPANY LIMITED 

(Hollerith Punched Cards) has a vacancy 
for a young man (under 23) to assist 
generally in the production of publicity 
literawre, ec. Write to Sales Personnc! 


Comrolier, The British Tabulating 
Machine Company Limited, 17 Park 
Lane, London, W.1. 


MODEL MAKER Charge Hand required 
by London firm, must have full experi- 


ence of all types of working scale 
models, engineering, architectural, 
meen display. Ring KNI. 


GOVA LIMITED require a keen youns 
male artist/designer with experience to 
manage — and display studio 

Prospects. 

stating experi- 
required 


‘Phone your Classifieds 


APPOINTMENTS VACANT 


ADVERTISEMENT | 
REPRESENTATIVES 


who are experienced in selling 
space to Hotels. Media consist of a 
number of Established Provincial 
A.B.C. Timetables. (2) who are ex- 
perienced in selling space in Year 
Books. Own car essential, salary, 
expenses and commission. Write 
in confidence giving age and details 
of previous experience to : 


LITTLEBURY & COMPANY LTD. 


The Worcester Press, Worcester 


EXPERIENCED LETTERING /LAYOUT 
ARTIST required by rapidly expanding 
designers and litho printers. Varied 
and interesting work, good salary, 
superannuation and bonus schemes for 
one who can work well with friendly 
studio team, Write or ‘phone for 
appointment with Art Director, 
C.A.P.S., Mercury House, St. Anne's 
Court, Dean Street, London, le 
GERrard 0022. 


DIRECT MAIL. Man or woman required 
with experience in creating sales by 
mail. Capable of building mailing list 
and organising dept, Applicant must 
be conversant with sales promotion 
from all angles Experience in Out- 
fitting desirable but not essential, Write 
fully in confidence, stating past ex- 
perience and salary expected, to 
Box 7507 Ad. Weekly 180 Fleet St BO4 


PRODUCTION ASSISTANT required by 
London Agency w service imeresting 
group of A/cs, Either sex, bul must 
have had at least two years’ experience 
and be able w order blocks. Present 
staff are aware of this vacancy. 

Box 7466 Ad, Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


Young Man, 24, with several years experi- 
ence in two A.1.P.A. Agencies, seeks 

as Junior Accounts Executive. Has hed 
Production experience on National Accounts 
and is a Creative Visualiser, also done some 
Contact work. Salary sbout £750 p.s. 
required. Not afraid of hard work. Present- 
able and = educated References and 


4 abel, 


oughs 
Sox 7449 Advertiser's Weekly 180 Fleet $t ECA 


ACCOUNTANT SEEKS POSITION 
with Advertising Agents Fully ex- 
perienced in Agency accounts, ctc. 
Box 7499 Ad. Weekly 180 Fleet St BC4 

LAYOUT ARTIST. Knowledge of 
figure, also finished work 
Box 7500 Ad. Weekly 180 Pleer St BC4 


VERSATILE 
COPYWRITER 


with accent on selling, desires change, 
5 years’ first-class Agency experience on 
National accounts. Long record of ‘pulling’ 
ads. Consumer and Trade. Salary £800. 
City only—West End not desired 
Box 7492 Advertiser's Weekly 180 Fleet St EC4 


PUBLICITY 


MANAGER of  world- 
famous [Engineering Co. (Midlands) 
secks responsible post London or 


Eastern Counties. 25 years’ all-round 
Agency /Industry—trom Board Room 
discussion © practical work with 
creative and productive teams; an 
energetic and encouraging leader. 
Box 7467 Ad, Weekly 180 Pieet St BC4 
ACCOUNT EXECUTIVE / COPY- 
WRITER. Keen young man, 25, secks 
responsible London post with scope for 
initiative, Sound agency experience 
and selling sense. 
Box 7468 Ad. Weekly 180 Pleet St BC4 
A FULLY EXPERIENCED SIGN- 
WRITER and Pictorial Artist requires 
position as Advertising Representative 
able to give clients finished or rough 
layouts of outdoor signs, etc., able to 
drive. 6 Tremham Drive . 
Tel.; 74413. 


iii 


APPOINTMENTS WANTED, 


AN ADVERTISING — 
EXECUTIVE... 


with an unusually wide experience, 
both as an agency director and ad- 
vertisement manager, seeks an 
agency or publications appoint- 
ment. He is looking for a position 
where his creative, administrative 
and selling ability will be given 
reasonable scope. if you are in- 
terested, please write, 


Box 7493 
Advertiser's Weekly 180 Fleet St EC4 


temporary display, pictorial 
working-drawines, ec 
ence, secks change 
Box 7469 Ad 


TRADE OR TECHNICAI 
Prictors contemplating 


journal 
retirement 


by progressive studio 


proves himself 


(BAW) for mutual advantage 
Box 7443 Ad. 

CROYDON FIRM 
monthly magazines is open to 
further monthlies of weeklies 
prices 


EXPERIENCED SPACE REPRESENTA- 
TIVES sailing for South Africa 
June 10 are prepared to represent 
business in 
in London, 
Box 7478 Ad. Weekly 180 Fleer St BC4 

PROFITABLE TRADE DIRECTORY 
(Export). Opportunity for salesman to 
renew and sell new advertisements. Half 
sold for 1954. Outright sale or interest 
to good salewn 
Box 7509 Ad 


that country. Interview 


an 
Weekly 180 Pleet St EC4 


4 TONS CARTRIDGE, Quad Crown 9, 
Is. Ib. Immediate delivery 
Box 7444 Ad, Weckly 180 Pleet & BC4 


ACCOMMODATION 


STUDIO ACCOMMODATION 
Oxford Circus for freelance 
Moderate rental, inclusive light, 
telephone Call on services by 
arrangement 
Box 7501 Ad. Weckly 180 Pleet St EC4 


_ TENDERS 


i 


COUNTY BOROUGH OF SWANSEA 
BOROUGH ENGINEER AND SURVEYOR’S 


Street Litter Receptacies 
Quotations are invited from Ad- 
vertising and Publicity Agents for 
the supplying and fixing of Street 
Litter Receptacies in the Borough 
Further particulars may be obtained 
on application to the Borough 
Engineer and Surveyor, Guildhall, 
Swansea. 


T. B. BOWEN, 
Town Clerk. 
Guildhall, Swansea. 
Ist May, 1954. 


DISPLAY DESIGNER, experienced con- 


lettering . 
executive experi- 
Midi nds or South, 
Weekly 180 Fleet Si BC4 


BUSINESS OPPORTUNITIES 


— 
invited by expanding publishers to P ~~ 


outright sale or interest with view to 
future management Sawell Publica- 
tions Lid,., Ludgate Circus, E.CA 


REPRESENTATIVE with sound connec- 
tions among agents and others, required 
Good salary and 
a possible directorship to the man who 
Box 7442 Ad. Weekly 180 Fleet St BC4 
LONDON PROCESS ENGRAVERS wish 
to hear from Publisher or Block Buyer 


Weekly 180 Fleet St BOS 
specialising in 
accept 
Keen 


Box 7502 Ad. Weekly 180 Fleet St BC4 


on 


established journals wishing to develop 


SALES AND WANTS 


| 
| 


ADVERTISER'S WEEKLY 


MISCELLANEOUS 


ney 


One hundred hints for print 
buyers. 


That is the title of just one article in Screen 
Process Printing, Volume ill, the book which 
will show you how to save money, suggest 
new uses for the process and give you that 
background knowledge to modern techniques 
essential to intelligent buying. The volume 
aise contains a 24-page directory of screen 
printers and display producers 


Published by World's Press 
News Publishing Co., Ltd., 
9-40 Old Bailey, London, E.C.4. 


Price: 15/-, post free 16/-. 


PIN-UPS AVAILABLE from sock for 
advertisers and magazines, For full 
particulars of these and of our enormous 
model file, contact Philip Gotlop Photo- 
graphs Limited, 24 Kensington Church 
Street, London, wa WES 4130. 


FREE LANCE SERVICES 


LAYOUT ARTIST (Ex. Fig.) spectatioes 
in folders and brochures, seeks com- 
missions 
Box 6935 Ad. Weekly 180 Pieet St BOS 


EXPERIENCED VISUALISER/LAYOUT 
ARTIST requires free-lance work 
Box 7440 Ad. Weekly 180 Pieet Si BO4 


CHANCE FOR FREELANCE ARTIST 
OR ARTISTS working a & separate 
unit in busy studio (own room and 
phone), Holborn area Could be 
letterer and designer or retoucher and 
letierer Certain amoum of A ec 
viven to right applicants Appl 
Box 7503 Ad. Weekly 180 Fleet st Ec4 


QUALITY 
ART & DESIGN 


Eric Bridger and associate artists— 
a small freelance group — invite 
enquiries for general design, 
lettering, illustration, retouching, 
etc. A prompt reliable service 
guaranteed 


12 The Hollands 
Worcester Park, Surrey 


LETTERING ARTIST offers 
service for agentes or studios 
Box -504 Ad, Weekly 180 Pleet St BC4 

LAYVOUT-IDEAS- ARTWORK, Please 
write wo 
Box 7473 Ad. Weekly 180 Fleet St BC4 

SIGNWRITER AND ARTIST. Out 
door, exhibitions, transport display, 
backdrops, etc Ex. fe Telephone 
STA 7497 

POR BOOKLETS, Brochures, Leaflets, 
etc. layouts and finished An work tw 
your specification or my original ideas 


prompt 


Box 7470 Ad, Weekly 180 Fleer St BC4 
FREELANCE layout and ideas man 
necded. 


fox 7471 Ad, Weekly 180 Fleet St PC4 
MIDNIGHT SUNDAY Creative Group, 
just finished claborate Brochure, require 
further work to tide them over slack 
period until the morning Plan, write, 
design, Artwork, production, print 
Box 7474 Ad, Weekly 180 Flees St EC 4 
SMALL STUDIO-—Ideas, layout and art- 
work, seeks further contacts 
Rox 7472 Ad. Weekly 180 Fleet St BCS 
VISUALS, finished roughs, Speedy ser- 
vice guaranteed 
Box 7475 Ad. Weekly 180 Fleet S% EC4 
GOOD COPY TELLS. Lively brain and 
ready pen for hire at moderate rates 
Box 7476 Ad, Weekly 180 Fleet St BO4 
GOOD WRITING. If you can't cope, 
Freelance Copywriter can supply sound 
work on time: fully experienced Adver- 
tising, plain or fancy; catalogues, firm's 
histories, etc.; all technicalities under- 


stood, 
Rox 7477 Ad. Weekly 180 Fleet St BC4 


to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY THuRsDAy, May 6, 1954 


Advertiser's } 
rr Weekly Le = 


55/- (overseas) 


STOP PRESS 


Bustness KEMSLEY’S PRAISE 
FOR AGENTS 


The 
reaches — 8a 
Statement. 
management oy Be 


| that to-day the advertising columns 


| deservedly bid for attention with 


advertisements themsel there 
56% of its regular subscribers are Senior Departmental is the most careful and scientific 


Heads in British Industry and Commerce, and a © —— ~~ 


tisements appear. Advertising 
35% are Chairmen, Managing Directors and Partners agents no longer calculate merely 
(4) 


: : : in terms of circulation. They are 
of British enterprises of all sizes and importance. concemed with the areas a which 
= 


newspapers circulate 
homes into which ry on 


| 91% TOP EXECUTIVES ee: ty 


Hudson & Knight Ltd. launching 


These are the incontrovertible facts uncovered by the ae ote — = 
recent Business Readership Survey. They show that the Hy AF ake 
over-12,850* monthly sold copies of “Business” go to a Spaces in national duty nd Sunder 
greater top-level readership than that offered by any other ry pep OO 
monthly journal in or near its field. Hosters and Bf Bay used 

“Business” readers are the men who test, study, compare — "a be 7 —— a tak tae = 
recommend and BUY for Industry and Commerce everything er deal 
which British Enterprise requires. If this is your market, ton ees eee a Fa 
“Business” should be the spearhead of your next campaign ——~4 — » * —_ 

Agents: The J. Walter Thompson 
* Certified by the Audit Bureau of Circulations Co., Ltd. 


British European Airways spends 
oon foe elie See 
180 FLEET STREET, | fea “chet executive, told the 
LONDON, E.C.4 Mennguey "Asmeiation yesterday 
See us Tel. CHAncery 8844 (Wednesday). This was, he 

about on «a level with 
ot: European airlines; but the 

B) American lines lines spent m 
The Arm y has made 

OLYMPIA tions an essential P*Seak Coes: 
subject and every young officer 
The Journal of TOP Management in Industry papers in military affairs. Brigadier : 
STAND 1 Dugdale, director of public 7 


» —# at the War Office, has 
G 9 been down to the college to lecture 
. 


:.. 


Published by the Px orictors, BUSINESS PUBLICATIONS Ltd., at their office at 180 Fleet Sueet, London, E.CA. (Phone 


Chancery 8844) 
May 6, 1954. Printed in England by Keliher, Hudson & Kearns Lid , 15-17 Hatfields, London, $.E.1 
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